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SIGNS OF GOOD TIMES ahead 
can be plainly read in McGraw- 
Hill’s annual fall budget-time 
survey “Preliminary Plans For 
Capital Spending: 1962-1963.” 
American business plans to in- 
vest 4% more in new plant and 
equipment in 1962 than it did 
this year. Manufacturing com- 
panies as a whole expect to in- 
crease investment 7% next year, 
expect to move 7% more goods. 
In short, business in general 
looks better than it has since 
1957. Write to EM WEEK, 330 
W. 42 St., N. Y. 36, N. Y., fora 
copy of this optimistic report. ® 


JAPANESE RADIO QUOTAS for 
the first half of 1962 are in the 
works at the Japanese Ministry 


of International Trade and In- 
dustry and a policy decision 
is expected around Christmas. 
What’s expected: Quota on ra- 
dios with three or more transis- 
tors—really the basic six-tran- 
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Why is Moe Fragale startled? Is the 
boss getting into the act? Moe sells 
appliances at Polk Bros., Chicago, and 
really doesn’t need any help. Not when 
he has the Norge Hair Dryer attach- 
ment display on the floor. Moe closes 
sale after sale with it. ee 


NORGE SALES CORP., SUBSIDIARY OF BORG-WARNER CORPORATION, MERCHANDISE MART PLAZA, CHICAGO 54 + IN CANADA: MOFFATS, LTD., WESTON, ONTARIO + EXPORT SALES: BORG-WARNER INTERNATIONAL, CHICAGO 3 
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sistor radio sets—will probably fall somewhat 
below the 1,360,694 units the Japanese shipped 
to the U. S. during the first half of 1962. The 
Japanese are expected to continue the Class 
A-B-C system, instituted during the last half of 
1962, keep trying to upgrade the quality of ra- 
dios sent here and place particular emphasis on 
eight transistor models. The self-imposed quota 
has regularly worked on a 40-60 basis—40% 
of the year’s total radios are shipped during 
the first half of the year, 60% in the second half. 

Shipments under the new licenses begin in 
January. . 


DEMONSTRATING FM STEREO WITHOUT A STATION on 


the air in your area is not as difficult to bring off 
as it might sound, if you listen to some advice 
from S. R. Herkes, Motorola vice-president for 
marketing. “‘Put on a stereo record,” he says, 
“and tell the customer this is how FM stereo is 
going to sound.” * 


A BRIGHT OUTLOOK FOR GIBSON is forecast for 1962 


by W.C. Conley, vice-president of Gibson Refrig- 
erator Sales Corp. Conley said Gibson is look- 
ing for a 4.5% gain in sales, with the major 
increase coming from room air conditioners and 
electric ranges. Refrigerators, freezers and de- 
humidifiers will slightly exceed 1961 levels. 
Advertising and sales promotion emphasis will 
target top-of-line models in each product cate- 
gory. . 


CAN YOU GET YOUR AD ON TV? If you’re having 


trouble, you are not alone, according to testi- 
mony now being heard by a subcommittee of 


Are Dealers Necessary For 
Supermarket Tape Plans? 





U. S. House of Representatives. Chairman Dale 
Alford (D-Ark.), investigating complaints 
that local stations ignore bids from home-town 
merchants for local shows because of stations’ 
reliance on network programming, said that 
while his investigators have uncovered evi- 
dence of abuses, they have had a hard time get- 
ting affected businessmen to testify for fear of 
economic reprisals. One Atlanta, Ga., organ 
dealer who did speak up, however, said his in- 
ability to get prime time, even though he was 
willing to pay prime prices, forced him to give 
up the franchise. A Davenport, Ia., appliance 
dealer complained that a show he had been spon- 
soring was bumped aside by a network show, 
but went on to admit that the local station gave 
him a satisfactory alternative. * 


MOTOROLA TEED OFF ON THE SUPERMARKETS’ cash 


BEST 


register tape plan when S. R. Herkes, vice-pres- 
ident for marketing, sent letters to the Pitts- 
burgh area advising dealers and distributors to 
stay away from the plans. Wrote Herkes: Moto- 
rola feels the plans will grow—and then die. = 


BET FOR NEW PHILCO PRESIDENT is Charles 
Beck, who has been in charge of Ford’s new- 
business office in Dearborn, Mich. Beck has been 
in Philadelphia for some time helping Ford 
management make the changeover. James Skin- 
ner, Jr., resigned the top Philco post, which he 
held since 1956, but will stay on for a period as 
a “management consultant.” His resignation 
came as no surprise to observers of Ford’s pur- 
chase of the ailing appliance-electronics com- 
pany (EM WEEK, Sept. 25, p3; Nov. 13 p3,7; 
Dec. 4, pl). A press conference is scheduled 
for this afternoon to announce officially the new 
officers of Philco. * 


products: Portable TV model 3222SA 

I.D. price $270, list $212.59, retail 
$169 cash or $191 total finance cost; 
Dryer, Model DE624—I.D. price $290, 
list $224.80, retail, $169 cash; Re- 
frigerator model 14RD16—I.D. price 
$540, list $397.06, retail cash $299; 
Washer model W-222—I.D. price 








Supermarket tape plans are grow- 
ing like a fantastically healthy baby 
(EM WEEK, Dec. 4, p3)—but to some 
observers the infant looks more like 
a monster. 

Eberhard Supermarkets has intro- 
duced the Philco plan in 19 of its 
stores in Grand Rapids and Owosso, 
Mich.; Star Supermarkets has 
launched it in 40 stores in upstate 
New York; Jewel Tea will test it in 
several stores in Chicago and Safe- 
way is seriously considering it in San 
Francisco. The plan is now in effect 
in portions of Pennsylvania, Massa- 
chusetts, Nebraska, Washington, Ore- 
gon, Ohio, West Virginia and Con- 
necticut. 


“We've got to salvage our business,” 
said Victor Joernt, NARDA presi- 
dent, at a meeting hastily called in 
New York to consider the problem. 
“In my opinion,” he said, “if these 
plans continue at their present rate 
all of us will be out of business. There 
won’t be any appliance dealer as we 
know him today.” 
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The function of the NARDA meet- 
ing was to sound out representative 
dealers for their opinions on the plan. 
As a result of what they heard at this 
meeting, NARDA will convene a com- 
mittee in the next two weeks to pro- 
duce a positive program to counteract 
the tape plans. 


NARDA told the dealers: (1) It does 
not have a complete understanding of 
the workings of the tape plans, (2) 
It does not feel there are any legal 
loopholes in the plans, (3) No manu- 
facturers have said they are not in- 
terested in starting such plans, (4) 
It feels the plans are essentially a 
promotional gimmick which can be 
met by better promotion by dealers. 

The dealers, over 150 of them from 
many Eastern states, gave the 
NARDA board a number of sugges- 
tions. Although none of them said 
they would accept such a plan if it 
were offered as presently constituted, 
it was clear that none of them would 
turn a deaf ear to the proposal. Fore- 
most in their minds was the thought 


that the independent appliance dealer 
was noi a necessary part of the tape 
plans. As one dealer observed of the 
plans, “They se sugar-coating it now. 
Once it gets beyond the initial stage, 
they don’t need the dealer any more. 
They’ll be selling direct to the super- 
market.” 


The strongest opposition to the plan so 
far was sounded at a mass meeting 
in Pittsburgh sponsored by the Elec- 
tronic Service Dealers Assn. of West- 
ern Pennsylvania, which drew up a 
petition asking the FTC to look into 
the operation of the various plans. 
The petition’s charge of unreason- 
ably inflated prices was echoed by the 
Pittsburgh Better Business Bureau 
which revealed that it had made ex- 
tensive comparison shoppings. These 
shoppings, the BBB said, revealed 
that the appliances being offered 
were priced substantially over the 
cost of the same items purchased 
through regular retail outlets. 


Here is what the BBB found on Philco 


$360, list $264.70, retail cash $239; 
Refrigerator-Freezer model 13RD21 
-I.D. price $420, list $328.13, retail 


Philco is claiming piracy of its plan. 
A suit—filed in a federal court at 
Pittsburgh by the Philco Finance 
Corp.—charges that a Pittsburgh 
firm, Discounts Inc., violated the 
copyright laws by setting up a similar 
customer incentive plan in 37 Giant 
Eagle supermarkets. Thomas J. Stur- 
geon, regional manager for Philco, 
said representatives of his company 
had met with officials of Discounts 
Inc. on Oct. 31 to interest them in 
participating. He claimed the work- 
ings of the plan were outlined to Dis- 
counts Inc. and that officials were told 
that the information was _ strictly 
confidential. 

Despite this, Sturgeon said, the 
defendant revealed the plan to the 
Giant Eagle organization and began 
operating a household appliance plan 
similar in all respects to the copy- 
righted Philco plan. 
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STRAIGHT FROM 
WASHINGTON 


AN INCREASE IN HOUSING STARTS NEXT YEAR is pre- 


dicted by housing experts, both in and out of 
government. This prime market for new appli- 
ances is expected to reach 1.4 million next year, 
a decent increase over the 1.3 million new hous- 
ing starts estimated for 1961. Some even believe 
the 1962 estimate to be conservative. 

The moderate optimism stems chiefly from 
the over-all business upturn. Some help also is 
expected from more liberal FHA terms and 
from the fact that housing construction costs 
are not rising—at the moment. Supplies of 
materials and labor are plentiful. | * 


ANOTHER CAUSE FOR OPTIMISM comes from the gov- 


ernment’s action permitting commercial banks 
to pay up to 4% interest on certain types of 
savings deposits. This should make more money 
available from such banks for personal loans 
with which consumers often buy appliances and 
home furnishings. More funds also should be- 
come available to small businessmen for inven- 
tory purchases. « 


SIGNS OF INCREASED CONSUMER SPENDING also are 


in the wind. One such sign from the Federa! 
Reserve Board is that consumer installment 
credit rose by $184 million in October, the larg- 
est rise since November, 1960. Most cateyories 
still are well below year-ago levels, however. 

The October rise, coupled with the year-long 
decline, leads business leaders to expect better 
business in the months ahead. Charles Kellstadt, 
chairman of Sears, Roebuck, anticipates that 
retail sales next spring will be 5% to 6% above 
this past spring. 

Consumer installment credit in department 
stores increased by $118 million in October but 
still was $11 million below October, 1969. In 
furniture stores, the October rise was $6 mil- 
lion, but the 12-month decline was $40 million. 
Household appliance stores showed no rise in 
October and a $13-million decline in the year. = 


LEGALITY OF LOWER PRICES TO BIG CUSTOMERS with- 


out specific cost justification will be reviewed 
by the Supreme Court. Lower courts have ruled 
such action legal in a case in which dairies sold 
milk to chain stores cheaper than to independent 
grocers. They claimed sales costs to chains are 
lower. 

The Supreme Court decision could have a 
wide effect on sales prices for manufactured 
items. Prices of many of these vary according 
to the size of the purchaser. The government is 
basing its appeal on the claim that the dairies 
did not demonstrate specifically lower costs, as 
required by the Robinson-Patman Act, but 
merely that sales to the chains were less costly 
on the average. * 














Story Of The Regina Decision: 


FTC On 


List 


The first round of the FTC versus 
Regina is over—and Regina won the 
big part of the decision. Here’s what 
went on and what could happen now: 


FTC's initial complaint charged that 
Regina engaged in unfair and decep- 
tive trade practice by giving distrib- 
utors and retailers fictitious list 
prices. FTC’s claim: The list prices 
were fictitious because they exceeded 
the usual and customary retail prices 
for floor polishing machines and 
vacuum cleaners. By supplying these 
prices to retailers, the charge said, 
Regina is representing, directly or 
indirectly, that its list prices are 
usual prices for these products. 

The FTC charged “urther that by 
sending out list prices, Regina gave 
dealers the “means and instrumen- 
talities’ for misleading the public. 
The FTC’s lawyers wanted Examiner 
Herman Tocker, who decided the 
case, to conclude that these “decep- 
tive” prices tended to mislead pur- 
chasers into the “erroneous belief 
that the list prices are in fact the 
usual and customary retail prices, 


Another chapter in the long con- 
troversy between the Federal Trade 
Commission and the appliance indus- 
try was written last week (EM WEEK, 
Dec. 4, p3) when the commission 
handed down a preliminary decision 
absolving the Regina Corp. from 
wrong-doing in supplying its distrib- 
tors and dealers with “suggested list 
prices” for its products. Despite the 
fact that the decision is still subject 
to review and possible challenge by 
the full five-man commission, it 
marks the first and certainly the 
most cheerful bit of news the indus- 
try has had for some time. 

Up until the time of this initial 
decision, almost complete confusion 
had surrounded the whole question. 
But as the first test case involving 
a manufacturer it should, if upheld 
in due course, provide the industry 
with some definite rules of procedure 
for the future. In addition, for the 
first time, an FTC decision has ac- 
knowledged that the use of a manu- 
facturer’s suggested list price ac- 
tually serves some useful purpose. 
One might even say that the historic 
practice of appliance manufacturers 
in setting list or suggested list prices 
for their products had attained a 
new aura of respectability. Certainly, 
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Price 


thus inducing the purchase of sub- 
stantial quantities of (Regina’s) 
products.” 

What was the FTC after? 


Examiner Tocker said the FTC attor- 
ney “made it clear that there is no 
contention here that a manufacturer, 
by establishing a list price or fur- 
nishing a retailer with a list price, is 
engaging in wrongful practice.” The 
commission’s lawyer, however, went 
on to say, that if a retailer uses the 
list price “for purposes other than a 
sale at that price... I think that the 
use goes back to the manufacturer. 
After all he is the one who created 
this and put it into circulation. 

“This could be interpreted to mean 
simply that if a retailer unlawfully 
or deceitfully uses a suggested list 
price supplied to him by the manu- 
facturer, the manufacturer is re- 
sponsible for that retailer’s conduct. 
It seems to me that . . . commission 
counsel really did not seek to impose 
such a rule.” 


Here’s what Tocker ruled: “There is 


FTC Decision: 
New Day Dawning? 


By LAURENCE WRAY, Editor 


up until the time of this examiner’s 
order, the commission’s actions, es- 
pecially those involving retailers, had 
seemed to be predicated on the as- 
sumption that the appliance industry 
was engaged in some kind of nefari- 
ous plot to hoodwink an unsuspecting 
public through the use of deceptive 
pricing in advertising. 


The danger to the industry in the Re- 
gina Corp. case was that the FTC 
lawyers had asked for an order virtu- 
ally prohibiting all appl‘ance-radio- 
TV manufacturers from using list 
prices, or from supplying their re- 
tailers with suggested list prices. 
The commission had _ previously 
ruled, in a number of cases involv- 
ing retailers that their advertising 
was deceptive if it carried list prices 
which were higher than the “usual 
and customary” prices for an article 
in a specific trading area. Obviously, 
the FTC must have realized that it 
would be an ‘almost insuperable task 
to police the retail ads of thousands 
of dealers throughout the country. 
True, they could single out prominent 
retailers here and there and issue 
“cease and desist’ orders which 
might then be construed as a stern 
warning to other retailers to mend 











little doubt that mere establishment 
by a manufacturer of retail selling 
prices for branded commodities 
manufactured by him, is not unlaw- 
ful... However, a legal practice may 
not be used to accomplish an illegal 
objective.” 

Tocker said it is clear that when 
Regina helps pay for advertising 
containing misleading price compari- 
sons, Regina is responsible for that 
use of its list prices. But, “the larger 
issue is whether Regina, merely by 
establishing and conveying to dis- 


tributors and retailers the suggested 
list prices, was engaging in a decep- 
tive practice because retailers utilized 
those list prices for deceptive pur- 
poses.” 

If Regina’s list prices had been “ex- 
travagantly or unreasonably high,” 
and obviously fixed to deceive pur- 
chasers, Tocker said he would have 
ordered a ban on their use. But he 
said this was not the case. Neverthe- 
less, he found that Regina’s list 
prices were not “‘the usual and cus- 
tomary retail prices’ for the mer- 





chandise, and he found that they 
were actually a means for retailers 
to mislead their customers. So Tocker 
would have Regina make clear to its 
customers that “suggested list prices” 
are given to retailers: 
e@ For information and for identi- 
fication. 
e@ With the “express condition and 
understanding” that they shall not 
be used as an indication that they are 
usual and customary retail prices, 
when usual prices are lower. 

What does this mean? 


This case involves a manufacturer's 
use of list prices, not a dealer’s. 
Tocker would give retailers the job 
of seeing to it that list prices are 
not misused, because a manufacturer 
is not equipped to know what usual 
retail prices are in all trade areas. 


The FTC is going to appeal the decision 
to the full commission on_ this 
ground: Why should the retailer take 
full responsibility for use of list 
prices when it is the manufacturers 
who sends them out? 





Here’s What Some Dealers Said... 


Most of the dealers contacted for comments about FTC 
decisions on list price advertising, admitted they were 
confused. Here’s what a few had to say: 


“We are just waiting for more specific information,” said 
a spokesman for a nationally known department store, 
“It’s too early to deduce anything from the Regina case.” 


“Everyone is conscious of the FTC,”’ said Bob Lederer, a 
dealer in Bridgeport, Conn., “I don’t know what they 
have accomplished, but by the same token, I don’t know 
how much worse pricing would be in this market if there 
were no FTC. Maybe they are making a contribution we 
can’t measure, but I feel that 90% of the dealers are still 
setting their own list prices. 

“The FTC should stop worrying about one vacuum 
cleaner manufacturer and take a look at major appliance 
advertising at the dealer level.” 


“‘No kidding. What else is new?” yawned another dealer. 





Here’s How Some Others Advertised... 


In the Dee. 1, issue of the ‘N.Y. Daily News,” retail 
advertising ran the gamut from trying so hard to con- 
form to FTC rules that the result was confusing gob- 
bledegook to old-fashioned “‘was-is” pricing. Examples: 

Gimble’s advertised furniture and bedding “Priced To 
Sell At 50% Off Original, Usual, And Comparable Value 


Prices.”’ 


Master’s priced a Lionel train set at $9.97. The man- 
ufacturer’s “‘Open Stock List Price’ was given as $28.90 
with footnote saying, ‘The list prices shown above are 
the manufacturer’s original list prices. These are not nec- 
essarily the normal selling prices in the trading area.” 

A major discount chain offered “‘Discounts to 65% off 
mfrs. list.”” Included were a “‘2-Way Radio-Phone Citiz- 


en’s Band Portable . 


. . List $149.95, (sale price) ... 


$39.88.”" Another offer in the same ad—‘'Famous Make 
Steam and Dry Iron By the Makers of Toastmaster .. . 
List $15.95, (sale price) —-$6.44.”’ 

A discounter advertised a “13 cu. ft., auto. defrost, 2- 
door refrigerator for $199.95, Orig. List . . . $399.95.” 








their ways and sin no more. But the 
FTC lawyers must have recognized 
that a far simpler procedure would 
be to lay the onus of the suggested 
list price practice squarely on the 
dealer’s supplier. Such was the intent 
of the test case involving Regina, 
manufacturer of vacuum cleaners and 
floor polishers. 

As we have seen, at least in this 
initial decision, which could be re- 
versed, the attempt to indict a com- 
pany outright failed in its purpose. 
Regina was given a clean bill of 
health in the indictment (providing 
its dealers with suggested list pric- 
es), but at the same time was cau- 
tioned on how their dealers might 
use the information. 


An interesting sidelight is that even 
the FTC’s lawyers did not claim that 
a manufacturer, by furnishing his 
dealers with list prices was engaged 
in any wrong-doing—as long as the 
dealer sold at those prices. If the 
dealer used them deceptively in “was- 
is’ advertising, however, the blame 
should be put upon the manufacturer 
who supplied the list prices original- 
ly. Rightfully, we believe, the hearing 
examiner rejected this thesis as “‘too 
harsh.” 


What the FTC order spells out is how 
manufacturers’ list, or suggested list 
prices, may be used in the future 
(providing, of course, that this ini- 
tial decision is not reversed). Here 
are the details: 

(1) Manufacturers may supply sug- 
gested list prices to their dealers if 
they are ‘‘reasonable,” which means, 
simply, that those prices should re- 
flect a fair appraisal of the market 
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value of the product. In other words, 
Regina should not supply its dealers 
with suggested lists of, say, $200 on 
a vacuum cleaner currently selling 
at $39.95. Obviously, Regina, no 
slouch when it comes to assessing its 
competition, has never, nor would 
ever, dream of using such unrealis- 
tic tactics. Even the hearing examin- 
er, Herman Tocker, was constrained 
to admit that, “if Regina’s suggested 
list prices were extravagantly high 

that they were fixed for the 
purpose of deceiving the ultimate 
purchaser, I would not hesitate to 
enter an order banning that prac- 
tice. This, however, is not the situa- 
tion here. The undisputed evidence is 
to the contrary.” 

In a supplementary reference to 
this same subject of manufacturers 
supplying “reasonable” list prices, 
the FTC said that if such prices are 
extravagantly high, such manufac- 
turers should be forbidden to supply 
them to retailers. That’s merely an- 
other way of saying that the FTC 
wants to squeeze the juice from be- 
tween the manufacturers’ list and the 
“going price” in the market place. 
(2) That the manufacturers must 
specifically warn retailers against us- 
ing suggested list prices supplied 
them as “deceptive comparatives” in 
their advertising. Further, that 
manufacturers must obtain an “un- 
derstanding” from retailers receiving 
their suggested list prices that they 
will not be used deceptively. Just 
how this “understanding” is to be 
arrived at is not spelled out. Pre- 
sumably, dealers will have to sign 
the pledge, or else! 

(3) Manufacturers are barred from 
paying cooperative advertising or 


promotional allowances to their deal- 
ers if co-op might be used for the 
deceptive advertising of prices. In 
other words, if co-op ad allowances 
might, in many instances, be con- 
strued as a contribution to the deal- 
er’s margin, they cannot be used for 
deceptive pricing purposes. 
(4) Manufacturers supplying their 
retailers with suggested list prices 
must warn them that they are (a) 
furnished only for identification and 
information and (b) not to be used 
as an indication that the suggested 
list prices are “usual and customary” 
retail prices in their marketing areas. 
So much for the rules of procedure 
laid down by the commission’s hear- 
ing examiner on the uses of suggest- 
ed list prices by the manufacturer. 


Are these rules fair and reasonable? 
By and large, they would seem to 
be. We are all perfectly well aware 
that the scourge of blatant price 
claims has been responsible for much 
of the low esteem in which our in- 
dustry has been held by the 
consuming public. Industry leaders, 
including most of the reputable 


manufacturers, have long decried 
this shabby, undue emphasis on 
price. It is true that our products 


enjoy a wide and popular demand; 
it is equally true that, in the past 
two or three years at least, those 
same products have been in over- 
supply compared to the ability or 
desire of people to absorb them. Nor 
can it be denied that emphasis on 
price, and price alone, has been large- 
ly responsible for the creation of dis- 
count chains and similar types of 
mass merchandising moguls. In all 
honesty, therefore, we can only hail 


the commission’s decision as one 
which might very well have a salu- 
tary and stabilizing effect on our 
business. 


It comes as a breath of fresh air as a 
matter of fact, to have a member 
of the FTC admit that in the ap- 
pliance field the established practice 
is to list-price products; that list 
prices, as a method of doing busi- 
ness, however they may be abused 

. . have become a way of life. 

It is equally heartening to find the 
commission arguing that no reput- 
able brand name manufacturer would 
recklessly fix retail selling prices at 
figures having no relation to the true 
value of his product, because he 
would soon price his product out 
of the market, or lose his good repu- 
tation. 


And it is almost astonishing to have 
an FTC examiner observe that “list 
prices serve also to prevent over- 
charging in times of short supply, 
to provide a standard for value, as 
a guide for trade-in purposes, and as 
loan justifications for finance com- 
panies.” 


The FTC admits that the list price 
method of doing business may be 
abused and subverted to harmful 
practices. We are all well aware of 
that. They imply that a gullible con- 
sumer could be hurt by such prac- 

Continued on p26 
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Interview with Regina’s pres- 
ident and reaction of house- 
wares producers on p8. 
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extra service profits with this 


AGITATOR- 





RCA WHIRLPOOL 
AUTOMATIC WASHERS 


install a new Surgilator® agitator 
and lint filter in minutes 
on your next service call 


Here are two new ways to extra profits and increased customer satisfaction 
you'll want to make a habit of utilizing: First, whenever you make a 
service call on a home where there’s an older model RCA WHIRLPOOL 
washer with the straight-vane agitator and no lint filter, explain to the 
housewife that you can make her present machine wash better and filter out 
objectionable lint simply by adding a Surgilator agitator and agitator lint 
filter. The job will take only a minute or two. Or, second, if the customer 
has a Surgilator agitator but no lint filter, you can sell her the agitator 
lint filter only. 


Sell the benefits thoroughly! 

Show the homemaker the curved-vane Surgilator agitator explaining how 
its advanced design creates ‘‘millions”’ of flexing, cleansing water currents 
that will help get her washes cleaner. 

Show her how the agitator filter skims off lint particles to provide a 
cleaner wash. 

Tell her the whole story, and you’ve created new confidence by showing 
her how to get important benefits at nominal cost. Assure her that there 
are genuine FSP parts manutactured to Whirlpool’s rigid specifications, 
just like her washer. 


Factory Specification Parts for 


wihiulseot HOME APPLIANCES 


meet the toughest specifications in the industry 


oof trademarks ym ond RCA authorized by trodemo- owner Radio Corperotion of America LaPorte Service Center, Whirlpool Corporation, LaPorte, Indiana. 
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EM WEEK ROUNDUP: 


It’s Drop-In Time 


Traditionally, this is the time of 
year consumer electronics’ manufac- 
turers fill in price brackets and start 
sweetening the lineup with new mer- 
chandise and spring promotional 
models. 

The parade of drop-ins has already 
started, will continue for the rest of 
the month, culminating with the 
January Winter Markets in Chicago. 


The amount of drop-ins doesn’t figure 
to be abnormal. Typical industry com- 
ment comes from S. Martin Fassler, 
marketing manager for General Elec- 
tric’s TV division. “Industrywide,” 
he said, “we look for the usual amount 
of drop-ins.” 


Here’s a complete roundup: 


ADMIRAL will be showing new mer- 
chandise at the end of the month, but 
you won’t find it in the Merchandise 
Mart. Admiral has moved out, will 
show drop-ins along the rest of the 
line at its new display salon at 645 
N. Michigan Blvd. 


DELMONICO INTERNATIONAL, which 
has just taken permanent space in 
the Merchandise Mart, will show up 
with some more hot prices. 

Hottest items, according to Her- 
bert Kabat, executive vice-president : 
AM, four-speaker, consolette which 
can be promoted for as little as 
$79.95 and a four-speaker, 26-inch 
wide AM-FM stereo table model 
radio with wood cabinet which can be 
promoted as low as $79.95. Both 
units are produced by the Victor Co. 
of Japan. 


EMERSON RADIO, INC., already has 
started showing its drop-ins, just an- 
nounced three new color TV sets for 
its DuMont division. Suggested list 
for all three models: $795. Emerson 
has already introduced new stereo 
consolette for $138, traditionally 
drops in more products in December. 


GENERAL ELECTRIC probably will drop 
in at least one TV set in time for the 
Winter Markets, has a new stereo 
console in the works. The company 
has no plans to add any radios in 
January. 


MOTOROLA will show its drop-ins to 
distributors this Friday at the Drake 
Hotel in Chicago. The company plans 
additions in TV, radio and phono 
lines. 


OLYMPIC, which already has shown 
some of its drop-ins, plans to have 
more ready for the Winter Markets 
in Chicago starting January 7. “We'll 
have something in every category,” 
said Morris Sobin, president. Olym- 
pic’s new merchandise will be on dis- 
play at the Pick-Congress Hotel in 
Chicago. 


PHILCO will show drop-ins to distrib- 
utors on Wednesday in Chicago and 
Friday in Philadelphia. Emphasis on 
new products is expected to come in 
consumer electronics. ba 


RCA VICTOR dropped in 22 new TV 
sets last week—11 black and white 





23-inch bonded sets and 11 new color 
models—and took a crack at hand 
wired circuits. 

Highlight of the new black and 
white line: Three compact consol- 
ettes, which represent RCA’s attempt 
to put the console into a smaller pack- 
age. “The growth of portable TV sale 
has led us to the conclusion that cus- 
tomers want compactness and attrac- 
tive styling,” explained Raymond W. 
Saxon, vice-president for marketing. 
All three units will list at $259.95. 

RCA also paid special attention to 
remote control receivers, eliminating 
exact comparisons between remote 
and manual sets in the new line and, 
in effect, dropping manual counter- 
parts from the lineup. 

“We hope to identify remote sets 
as a separate line,” explained Saxon. 

The 11 new color sets bring RCA’s 
1962 color lineup to 23. All models, 
with the exception of two leader table 
models, feature a bonded glare proof 
picture tube. 

The printed vs. hand wired circuit 
controversy came in for special atten- 
tion. B. S. Durant, vice president for 
product planning, told distributors 
that “printed circuit boards eliminate 
opportunites for human error on the 
assembly line. Printed circuit 
boards are a more modern and relia- 
ble form of manufacturing and are 
used by all major manufacturers in 
the radio industry.” 


SYMPHONIC will show up Jan. 7, with 
its newly engineered TV line in Chi- 
cago at the Conrad-Hilton Hotel. Last 
summer the company bought tools 
and dies from Hoffman and has been 
developing a line built around the 
Hoffman chassis. Symphonic will also 
drop in two portable and three con- 
sole phonographs. 


WESTINGHOUSE is planning to sup- 
plement its current line with drop-ins 
in all categories. Before the end of 
the month, the company will begin 
showing new products to distributors. 


ZENITH came up with an entirely new 
1962 TV line—45 basic models—and 
eight new stereo consoles (four pho- 
no-only ; four with tuners) last week. 
Suggested list on TVs ranged from 
$169.95 for a 19-inch portable to $600 
for a French provincial 23-inch con- 
sole with tambour doors. 

Four new three-way combos, com- 
plete with AM-F™M stereo tuners, list 
from $650 to $895. 

Zenith’s big new features: all-new 
transistorized “‘400” Space Command 
remote control system, which is built 
into eight models, and an automatic 
“fringe-lock” circuit for picture sta- 
bility. Fringe-lock is used in all the 
new 23-inch sets. 

The new transistorized remote con- 
trol chassis, which is located inside 
the set, can be left on at all times. 
The system can turn the set on, 
change channels, adjust volume to 
low, medium or high, silence sound 
from any volume level or shut off 
picture and sound. 

Zenith figures the remote control 
chassis, operating 24 hours a day, 
costs the consumer about a penny a 
week. 





For pictures of new RCA, Zenith, drop-ins, see page 21. 


DECEMBER 11, 1961 





EM WEEK 
REPORTS ON 








| APPLIANCE-TV 


PORTABLE TV FOR TRANSISTOR WORLD CORP. 


(Toshiba) is definitely in the works for next 
year according to Richard Stollmack, general 
manager. Delivery date for the small, plug-in 
portables aren’t firm yet, Stollmack said, but 
the tube sets “are definitely in the picture.” He’s 
convinced that the Japanese portables—with 
8-in., 10-in. or 14-in. screens—will definitely 
be a business for importers in 1962 at about $99 
retail. 

No American manufacturer is currently 
tooled up to produce these sizes. Delmonico 
International offered an 8-inch plug-in this year 
for $125; Sony imported a fully transistorized 
8%-inch unit at $250 plus $30 for a battery. = 


ELECTRIC RANGE SALES IN 1962 will match, and pos- 


sibly surpass, gas range sales, according to 
William M. Shepherd, chairman of the Live 
Better Electrically policy committee of the 
Edison Electric Institute and vice-president of 
the Arkansas Power & Light Co. In the first 
nine months of 1961 industry sales of electric 
ranges increased over last year while the sales 
of gas ranges decreased, Shepherd said. = 


FIRST DISCOUNTER ON FIFTH AVENUE in New York 


City will be E. J. Korvette, which will move 
into an eight-story building occupied by W. & J. 
Sloane furniture store since 1912. Korvette’s 
will set up shop on the corner of 47th Street in 
January when Sloane’s moves into new quarters 
a few blocks away. 

Other expansion plans for Korvette’s include 
a discount department store now under con- 
struction in King of Prussia, Pa., a Philadelphia 
suburb. The $1.7 million store will have two 
stories with a partial basement. a 


SEARS_HAS ENTERED DRY CLEANING by installing 


coin-op units in two stores in Illinois. The 
equipment, six machines in Waukegan and 12 
in Kankakee, is made by Whirlpool but no name 
will appear on them. Both centers will be housed 
in separate buildings on the parking lots of the 
stores. Board Chairman Charles H. Kellstadt 
said the new service will be expanded grad- 
ually. * 


TWO THERMOELECTRIC REFRIGERATORS have been 


announced by the Wright Manufacturing Co., 
Phoenix, Ariz. The two units, both portable, 
have no cooling coils, no liquid refrigerant, no 
compressor and no motor. They cool entirely 
through a completely silent transistorized ther- 
moelectric refrigerating system. One model has 
1,944 cu. in. of storage space, while the other 
has 927 cu. in. Both models will be introduced 
to distributors and dealers at the National 
Housewares Show on Jan. 15. = 
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. . most manufacturers were un- 
happy over the part of the order 
which makes it necessary for Regina 
to police dealer ads to make sure 
they are not being used for decep- 
tive pricing. 

Electric housewares manufactur- 
ers were generally pleased with the 
part of the initial Federal Trade 
Commission decision which gave the 
Regina Corp. the right to continue 
using list prices for purposes of 
identification and information and 
to continue to contribute to the cost 
of reta‘lers’ ads in which list prices 
are not used deceptively. 

None of the dozen electric house- 
wares manufacturers interviewed by 
EM WEEK were willing to be quoted 
but they ail had opinions about the 
week-old decisions. Here’s what they 
said: 


“It's an encouraging sign that at least 
one FTC examiner realizes that list 
prices serve a real function in this 
industry,” one manufacturer com- 
mented. “The buying public doesn’t 
know anything about model numbers. 
They use prices to distinguish be- 
tween different models in a line and 
models in other lines. Few people can 
look at an appliance or at its model 
number and tell if its better than 
another unit in the same line,” he 
continued. ‘Manufacturers’ suggest- 
ed list prices tell them this. It gives 
them an idea of relative value.” 

He went on to explain that he was 
baffied by the ruling which will make 
it necessary for manufacturers to 
police retail ads to make sure dealers 
aren’t using list prices for deceptive 
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housewares 


Electric Housewares Manufacturers 


advertising. “How can we police all 
retailers ads?” he asked. “It will be 
an impossible task.” 

If the decision stands up, it will, 
in his opinion, be an all-clear signal 
for “the list price boys” to get back 
in business. “When that happens, it 
could mean more problems—in the 
form of phony list pricing—for the 
entire industry,” he asserted. 

Commenting on the Giant Food 
decision handed down by the FTC a 
few weeks ago, he said he thinks the 
FTC picked a bigger nut than it can 
possibly hope to crack when it start- 
ed its fight against list prices and 
deceptive advertising. He pointed to 
the elaborate disclaimer (EM WEEK, 
Nov. 7, p8) which Giant used in its 
ads to point out that list prices were 
being used only for identification 
purposes, and he wondered exactly 
what the commission wanted. ‘‘What 
the FTC should do is go after prices 
that are really phony and after ad- 
vertising with phony product claims,” 
he concluded. 


“The entire industry upholds the idea 
of suggested list prices,” a spokesman 
for another large housewares manu- 
facturer said. “It’s the traditional 
method the manufacturer uses to tell 
the consumer what he considers is a 
fair price for his products. If the 
FTC had kicked list prices out the 
window,” he continued, “‘there would 
be more havoc created in an industry 
that already has its share of it.”’ He 
explained that abolishing list prices 
could harm consumers more than de- 
ceptive price comparisons; shoddy 
merchandise could be foisted on 





| HOUSEWARES 


HARDWARE SALES IN OCTOBER in the country’s hard- 
ware stores were down, according to figures 
released by the National Retail Hardware Assn. 
Sales declined an average of 2.4%, bringing the 
average for the year to a decrease of 2.6% com- 
pared with the first nine months of 1960. Only 
New York, New Jersey and Pennsylvania stores 
reported improvement over last year. Stores in 
these states reported sales gains of 2.1%. & 


RIVAL MFG. CO. PURCHASE: The Kansas City, Mo., 
company recently acquired Wells Specialty Co., 
Chicago, according to F. L. Talge, Rival vice- 
president. The Wells Co. makes salad makers 
for the commercial and housewares trade. The 
acquisition includes complete inventory, tools, 
dies, equipment and trademarks of the Wells 
Co. Rival plans to market the Wells salad 
makers for commercial and home kitchens. s 


UNPAINTED FURNITURE MAKERS WILL HOLD PRICES 
at present levels for the January Housewares 
Show. Manufacturers revealed this after Yeo- 





them when they have no accurate 
means of comparison between grades 
of quality. 

“Besides,” he continued, “how can 
the FTC really believe any manufac- 
turer in this business would pur- 
posely inflate his prices? A manufac- 
turer would be cutting his own 
throat if he did that.” 

As things stand now, he explained, 
no manufacturer will do anything 


about changing his price policies un- 
til after the FTC makes its appeal. 
If the appeal goes against Regina, 
he feels the commission will use the 
case as a touchstone against list 
prices and it will have considerable 
effect on the entire industry. “It’s a 
funny thing about the FTC,” he ven- 
tured. “If a decision is favorable to 
the commission, it’s invariably used 
as a precedent. But if the decision 








“It Went Better Than 


Lannon F. Mead, president of The 
Regina Corp., who has just won a 
precedent-setting right to establish 
and furnish to his retailers legiti- 
mate suggested list prices “was sur- 
prised by the decision.” 

He told EM WEEK: “We didn’t hope 
for this much. It went better than 


. we thought it would. Now for the 


first time the FTC has told us what 
we can and cannot do. And although 
it hasn’t spelled out for us how we 
can do it, at least the grey areas are 
becoming more black and white.” 

Agreeing, Robert E. Cassatt, the 
company vice-president of marketing, 
added: ‘We think we know what to 
do, but we’re not sure.” 


“Some kind of qualifying statement 
probably will have to appear on our 
price sheets and in stores’ advertis- 
ing. It might go something like this, 
but we haven’t decided yet: ‘The 
manufacturer does not represent this 
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to be the price at which the product 
is sold’.” 

He stressed the point that under 
the FTC decision “a manufacturer 
is obligated by law not to participate 
in any advertising in which deception 
is practiced or in comparative ad- 
vertising where list prices are used 
and not qualified.” 

“We think we can pay for four 
different kinds of ads,’’ Mead noted. 
“We can pay for advertising at list 
price. We can pay for advertising at 


‘ any price. We can pay where no price 


is mentioned. And we can pay where 
the list price is mentioned but quali- 
fied.” 


Will it affect the industry? Cassatt as- 
serted: “The decision certainly will 
not have any effect on the dynamic 
revolution that’s going on in retailing 
now. It’s not going to firm up prices. 
But there is a possibility the decision 
will result in more creative advertis- 


man Corp., Chicago, announced it would in- 


crease its prices from 2% 


Jan. 1. 


effective 
* 


to 10% 


PRICES OF RUG AND FLOOR CARE PRODUCTS will 
hold at present levels in the first quarter of 
next year, according to Robert Lappin, presi- 
dent of Shetland Co. and Lewyt Corp. He also 
predicted that manufacturers of rug and floor 
‘are appliances should enjoy record sales during 
1962. Lappin said the replacement market is 
big, pointed out there are several million vacu- 
um cleaners and floor polishers over 10 years 


old now in use. 


HAV-A-JAVA IS THE NAME OF A NEW “COFFEE BUT- 
LER” that was introduced last week by Hava- 
java Mfg. Co., Glendale, Calif., at the National 


Home 


3uilders Show in Chicago’s McCormick 


Place. Designed for wall or cabinet installation, 
it will brew and serve a cup of fresh coffee 
every 12 seconds. The unit has a 2-lb. capacity, 
will dispense 100 cups. It automatically brews 
the coffee, filters it, serves it and flushes away 
the old grounds. Production is scheduled to be- 


gin next month. 
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Pleased With Initial Regina Decision, But... 


is unfavorable, it always gets lost in 
the shuffle.” 

“If the decision is reversed, manu- 
facturers will be forced to decide be- 
tween list prices and the risk they’ll 
face if they use them,” he explained. 

If the decision stands, he thinks 
manufacturers will have a real job 
trying to police dealer ads. “Manu- 
facturers might chuck suggested list 
prices of their own accord when they 


see how difficult it will be to police 
ads,” he said. 

“In the first place,” he continued, 
“How can any manufacturer—or re- 
tailer—determine usual or customary 
prices? In large competitive markets, 
usual and customary prices can 
change from hour to hour.” 


“This decision puts the responsibility 
for retail pricing policies on the manu- 


We. Thought It Would” 


ing and selling. We find so many ads 
these days where the mass retailer 
exploits an item through sheer price. 
In my opinion, the decision is going 
to bring back a little bit more sales- 
manship through advertising. And 
the consumer is going to be better 
informed.” 

For the manufacturer, it will be 
business as usual, according to Cas- 
satt. “There might be a slight ad- 
ministrative problem,” he explained. 
“The manufacturer is going to have 
to put on additional personnel to 
police each ad as it comes in, but 
this will not noticeably increase the 
cost of doing business or affect the 
product’s price.” 


Ever mindful of the fact that the 
decision is a temporary one and 
could be reversed by the five FTC 
Commissioners, Mead nevertheless is 
proud that his company wrestled with 
the formidable FTC and overcame 





Other New Products 
On Pages 17 and 20. 
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it—at least temporarily. Naturally, 
Mead hopes that Regina’s victory will 
be a permanent one. 

“The action we took in defending 
ourself allows the manufacturer to 
retain the right to use genuine list 
prices, which by the very tone of 
its complaint, the FTC was trying 
to prohibit.” He predicted that the 
decision would “have a great effect 
on the industry.” 


Regina is now waiting out the 30 
days allowed for the temporary de- 
cision to become permanent. This can 
happen if the FTC takes no action 
or if the FTC counsel does not ap- 
peal the decision. However, it is al- 
most certain that FTC counsel will 
appeal. 

As far as Regina is concerned the 
matter is over. ““We’re set and done 
with this thing. Let’s get out now 
and sell floor polishers,’ Cassatt com- 
mented. 





retail price: $14.95. 


Built-In Grill For Indoor-Outdoor Use 


Built-in barbecue grills for indoor and outdoor 
use feature two-toned grey porcelain enameled 
finish, adjustable fire pan and lift out grill-handle 
unit that doubles as a serving tray. 

Model OG-1 has a suggested price of $35.00 and 
measures 934 x 24 x 1234 inches; 
which is listed at $45 measures 934 x 24 x 2334. 

The Majestic Co., Huntington, Ind. 


New Electric Home Appliance 
Cooks Semi-Liquids With Steam 


steam-heat principle to 
cook soups, sauces, cereals and other semi-liquids. 
The seven piece unit, 714 inches tall, includes 
5 ft. extension cord, UL-approved 450-watt boil- 
er, which holds up to 114% cups of water, Flo- 
valve, 40-ounce plastic 
poaching eggs and a splatter-proof lid. Suggested 


The Steamstir uses 


bowl, twin dishes for 


Steamstir Corp., Box 1929, San Mateo, Calif. 
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facturer,” commented the spokesman 
for another large electrics: producer. 
“It will be impossible for manufac- 
turers to police all dealer advertis- 
ing,’ he asserted. The _ decision 
means, he feels, that all manufac- 
turers will be forced to review their 
position as far as all promotional 
activities are concerned including 
advertising. 

“The decision represents an at- 
tempt by the FTC to force manufac- 
turers to police dealer advertising 
and pricing practices,” he went on. 
“It’s in direct violation of the Sher- 
man Act which makes any control 
of dealer pricing by manufacturers 
illegal in the absence of Fair Trade 
Laws. 

“How can a manufacturer step on 
a dealer who is using comparative 
prices in his advertising?” he asked. 
“Suppose the comparative price is 
legitimate. Suppose the dealer in 
question did sell the appliance at that 
particular price two days ago or two 
weeks ago. How can we be expected 
to police this? 

“Besides,” he continued, “if a 
manufacturer has offered cooperative 
advertising allowances and then arbi- 
trarily takes the position that dealers 
who use comparative price ads will 
get no money, the manufacturer 
would be violating the Robinson- 
Patman Act.” 

“Anything a manufacturer does 


‘ will be in violation of something,” 


the spokesman continued, “either the 
FTC, the Sherman Act or the 
Robinson-Patman Act. What happens 
to the manufacturer who is really 
trying to comply with the law?” he 








model OG-2 









asked. “Anyone trying to live up to 
all three laws wouldn’t know what 
to do. It would be like trying to drive 
on a highway which has three speed 
limits posted. Which one do you 
obey ?” 

He went on to point out that most 
manufacturers should be happy with 
the initial decision for at least two 
reasons! It gives consumers an accu- 
rate yardstick to compare products 
and items within a line and compet- 
ing lines. And, he explained, list 
prices are important historically be- 
cause most profit structures and 
gross margins are calculated as a 
percentage of the traditional list 
price. 

“Everybody in the industry,” he 
concluded, ‘“‘will try to find ways to 
police dealer price advertising, but 
it will be impossible.” 


At least one manufacturer thinks polic- 
ing will be a “comparatively simple 
matter because the occasional offender 
can be quickly brought into line.” 

“T think the decision is a wise one,” 
the manufacturer continued. “We re- 
gard it as somewhat of a general 
warning rather than a spelling out of 
specifics. What was necessary was 
something to warn the small group 
of operators in our industry who 
have been using deceptive list prices. 
I don’t believe any ethical manufac- 
turer is contributing to advertisers 
who are using the deceptive list price 
technique. It is only a small minority 
who are guilty and I think the warn- 
ing of the initial decision will serve 
to keep these fringe operators in 
line.” 


Infra-Red Electric Heater 
May Be Hung On Wall, Ceiling 


This infra-red heater, featuring a fused quartz 
element, is available in two models: 500 watts at 
a suggested price of $38.50 and 750 watts at 
$39.50. Both units weigh 8 lb. and may be hung 
on wall or ceiling. The quartz element is thermal 
shock resistant. The heater measures 19 inches 
long and operates on 110 volts ac. 


The Meier Division, The Lau Blower Co., 3525 






East Washington St., Indianapolis 7, Ind. 








YOUR personal BUSINESS 


Can a radio station in your stomach help you? It's possible with a 
tiny radio device recently developed which, when swallowed, trans- 
mits an FM signal from the stomach. The signal is transmitted at 9.6 
megacycles at a power of about one milliwatt, which means its range is 
very short and its purpose, therefore, strictly business. The de- 
vice has been designed as a better method of determining stomach acid- 
ity, which is an important factor in the study of peptic ulcers and 
stomach cancer. An electrode sensitive to acidity is connected to 
the capsule radio, which transmits a report on stomach acids to a 
receiving antenna worn like a belt by the patient. Still in the proto- 
type stage, researchers hope to miniaturize the device further be- 
fore asking you to swallow it. 


A aA A 


Thinking about spending a winter weekend on the slopes? Skiing is 
not a sport solely for the younger set—all ages can enjoy it. But one 
of the prerequisites for taking to skis is body-fitness. This doesn't 
mean you have to be the rugged outdoor type, but you should doa little 
physical conditioning in advance to increase your staminay While some 
in their 70's have taken up the sport, all skiers are cautioned about 
possible heart strain, one reason being that oxygen reduction at high 
altitudes causes the heart to work harder. 

@ Conditioning exercise can easily be done at home—and it will pay 
off as you hit the slopes. Walking, running and skipping rope for a 
15-minute or half-hour period each day will do the trick. Walking 
with one foot placed directly in front of the other will assist you 
in developing balance. Even better than a home-style exercise period 
is a general calisthenics class, if you can possibly cram it in. Such 
classes are often conducted by ski clubs, which are active in most 
cities. For information on clubs in your area, write to the National 
Ski Association, 1130—16th St., Denver, Colorado. 


A aA A 


Dues for political activities are non-deductible. You may be aware of 
the rule that direct political contributions do not qualify as income 
tax deductions, but the Internal Revenue Service points out that the 
rule goes further. Special assessments for political or legislative 
activities—whether by a trade association, labor union or any other 
group—also are not deductible. Likewise, increases in dues or mem- 
bership fees for such purposes are not deductible. 


AA iA 


Beware of Christmas "bargains" as you shop this month. Gift shoppers 
are now in open season for unscrupulous merchants out to make a quick 
buck and exploit your charitable spirit. Here are a few money-wasters 
to avoid in your search for gifts and bargains: 

@ Phony fur bargains. A favorite scheme is dyeing a cheap fur and 
palming it off as a much more expensive item. Watch out for mislead- 
ing labels, such as one that says "lapin" when it means rabbit or 
"minklike" when it means synthetic. Be sure the label is explicit and 
read it carefully before you make the purchase. 

e@ Not all that glitters is a jewel——a bauble sparkles too. Be careful 
when buying diamonds. Good ones cost from $7 to $15 a point, so be 
wary of a stone alleged to be a 100-point diamond when the price tells 
you it can't be more than 40 points. Pearls can also be deceiving. 
You don't want to pay the price of natural or cultured pearls when 
what you're actually buying is an imitation. And when it comes to 
gold jewelry, be sure that the amount of gold in it is clearly indi- 
cated. A "gold-plated" item must have at least one-twentieth gold 
content. To be called "gold" it must be 24-karat gold throughout. 

e@ Watches with 110 jeweis. Don't be fooled by an impressive quantity 
of jewels in a watch. Except for self-winding watches, paying for 
more than 17 or 21 jewels is a waste. And self-winders should not 
need more than 30 or 40 jewels. 
























































“Call up the nightwatchman and tell him he doesn’t have to come 
in tonight—we’re having a sales meeting.” 


IT ALL STARTED WHEN 


An Inventor Unveiled 
His Strange New 
_ Yule Tree 






More lights will shine this Christmas season 
than ever before—close to 400 million of them. 
Christmas trees throughout the land will be dec- 
orated with more than 15 million dollars worth 
of lights. 

The custom started in the early 16th century 
when Martin Luther, awed by the beauty of an 
evergreen forest under the starry sky, re-created 
the scene for his family by attaching some 
lighted candles to a small evergreen tree. For 
400 years peoples throughout the world used 
candles as part of their Christmas celebration. 
Then, in 1879, Thomas Edison unveiled his in- 
camdescent light. 

Edison was convinced he could make a small, 
practical light by running electricity through a 
filament to heat it to luminescence. He examined 
some 6,000 variations of vegetable fibers in 
search for the right filament for his bulb. 


When Edison found the answer he decided to an- 
nounce his development in a most dramatic fashion. 
The weeks before and after Christmas were busy 
ones at Menlo Park, N.J. Edison and his associ- 
ates were busy testing and retesting wires, regu- 
lators, motors and switches for the big display 
scheduled for New Year’s Eve. Reporters from 
New York would record the event for the world; 
W. E. Chandler, soon to become a New Hamp- 
shire senator, would be at the demonstration with 
Kansas’ Senator Plumb; gas company officials 
and engineers would watch eagerly for any pos- 
sible flaw in the demonstration. 

Several hundred bulbs had been carefully 
assembled by hand. Although the bulbs would 
burn brightly, they still needed improvement to 
make them last longer. Notebooks were re- 
checked. (Beside many of Edison’s notes ap- 
peared the capital letters, T. A.—Try Again.) 

To many, Edison’s demonstration was like a 
circus. Reporters, businessmen and curious citi- 
zens had heard a lot about this electrical wizard 
and his laboratory; now they were invited to 
meet the man and see for themselves just what 
an electric bulb would do. 


What was to be a simple demonstration and tour 
lasted a full week. Special trains brought hun- 
dreds of interested people who braved stormy 
weather to see four houses illuminated, several 
streets lighted and many lamps burning in and 
around the Edison buildings. Trees in front of 
some of the houses were lighted by small bulbs 
—the first artificially lighted Christmas trees. To 
convince the most skeptical, Edison ordered all 
those working in the laboratory to answer any 
questions that arose. 


For a full week he had no peace, shaking thou- 
sands oi hands and explaining his invention over 
and over again. 

Gas company officials were thoroughly im- 
pressed and a little worried, told Edison they 
could reduce the cost of gas and compete with his 
system. Then Edison would mention such inno- 
vations as the electric motor. The gas people wor- 
ried anew and asked more specific questions 
about cost, power and future applications. All 
questions were answered fully and clearly. If 
Edison felt an interested party was confused, 
he’d explain it all over again. 

The results of Edison’s demonstration are ob- 
vious today. A dramatic demonstration of lights 
at Christmas time paved the way for a new elec- 
trical industry. 


ABOUT THE AUTHOR—The story behind the in- 
vention and development of any modern-day 
product is often full of unsung heroes, brilliant 
flashes of human insight and downright foolish- 
ness. Ben Leerburger, an encyclopedia editor, 
reports these fascinating tales. 
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Tape it with you... 


ANYTIME-ANY WHERE 


with the fabulous new 


TAPE RECORDER 


@ 2-Speed ¢ Battery Operated 
@ All Transistor © Truly Portable 
Transitape needs no electric 
plug-in (works on ordinary 
mercury penlight cells). It’s 
easy to operate—just turn the 
dial to record (over an hour 
on a single reel of tape) or 
play back through the power- 
ful built-in speaker at a flick 
of a switch. For business or 
pleasure, you'll find 1001 prac- 
tical and enjoyable uses for 
Transitape. 


Only 149”° 


(less bat.) with “mike”, tape, 
reels and case 


ELECTRONICS 
fle) ite) 7 Nile), | 


777 S. Tripp * Chicago, til. Astra 
Sonic II 








moving each 
appliance 








smooth runners 
on ba 

allow handlers to 
ease heavy loads on- 
off truck. 










ratchet fastener. 
Hand ratchet lever 
quickly draws heavy 
14 ft. web strap 
(encircling load) vise 
tight. : 
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Endless twin rubber 
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delicate finishes. *Curved cross mem- hot water tanks, etc., 


bers cradle curved appliances as 


well as square shapes. *Close mount- - 

ed wheels pivot on-a-dime on stair Everlast COVER AND PADS 
landings and other close quarters. YEATS semi-fitted covers ore mode of 
This, plus all the other time Saving tough water repellent fabric with adjust- 


YEATS features, save up to a dol- less 


lar’s labor handling each appliance 
...more than pay for the dolly ina 
month’s deliveries. Before you 
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Laundromat® Automatic Washer and Matching Dryer. Unique Automatic Agitator Washer and Matching Dryer. Has 2 Wash 'N’ Dry Combination. First it washes with famous 
Tumble Action gives cleanest clothes. Dryer dries faster at speeds, 3 cycles. Offers a choice of wash and rinse tem- Tumble Action. Then it dries with new Direct Air Flow 
safe, low temperatures. peratures. Matching straight-front dryer. System. Has exclusive Weighing Door. 


© EXTRAS IN FRANCHISE! 


Only Westinghouse Dealers are represented at the factory by a Dealer Council. . . 
active appliance dealers who consult on matters affecting dealers. 

Only Westinghouse Dealers have a valuable Guide to Better Appliance-TV Retailing. 
Only Westinghouse Dealers have a written partnership pledge that promotes 

more successful appliance selling. 
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Continental Electric Range. America’s most 
exciting range. Has Magic Mirror Oven Door 
and exclusive Pantry Shelf. 














Terrace Top 30. New split-level platform 
makes pots and pans easier to reach. Plug- 
Out Oven Heaters make cleaning easy. 





























Space Mates. Provide smart design in a limited space. Only Custom Imperial 30. Simplest to cook on. 
25” wide, they stack or install side-by-side. They wash and Custom Supreme Dehumidifier. Dehumidifies os “Fine-tuning’”’ controls provide 1001 cooking 
dry 18 Ibs. of clothes. in summer, heats in winter. =, heats. Plug-Out Surface and Oven Units. 


© EXTRAS IN PRODUCTS! 


It’s the most complete line in Major Appliance history. And it’s filled with extras that will make Westinghouse 
Dealers appliance headquarters for 1962. You’ll find the extras in many exciting new features . . . smart 
design . . . and in quality guaranteed to last for years. And it all means bigger selling opportunities for 


Westinghouse Dealers. For complete details about the extras, Westi n h 0 u S 2 
see your Westinghouse Distributor. You can be sure... if it’s iu 
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Airlift to Milwaukee dealer Felker’s customer started here... 


Ww 


landed near customer’s house. [t was a... 


> 


New Way To Open New Store 


The man with the glasses in the 
top picture is Henry Felker, presi- 
dent of Henry Colder Co., two-store 
Milwaukee appliance operation. He 
and his brother, Harry (standing 
next to him), pulled off the most 
spectacular stunt Milwaukee mer- 
chants have seen in a long time. 

Felker wanted to open his second 
store with a big splash and he hit 
upon this idea to do it: 

He arranged with Milwaukee Heli- 
copter Airways to descend on a lot 
near the new Colder location, a busy 
by-pass in suburban Greenfield, pick 
up a Norge gas dryer and airlift it 
over to a customer’s home. 


Planning the opening day, Felker 
worked with Norge distributor, Roth 
Distributing Co. on the essentials. 
Felker’s salesmen were told to “ask 


each buyer if she has a place near 
her home where we could make the 
drop. Tell all your walk-ins that one 
of them could be the lucky customer 
who gets the airlift.” 

Direct mail pieces to Felker’s ac- 
tive list announced the promotion and 
the opening of the new suburban 
store. Everyone was invited to the 
opening to see the take-off. A pic- 
ture of a man loading a helicopter 
provided a “sneak preview” of what 
was to happen. The airlift was billed 
as the test flight of the delivery serv- 
ice of the future. 


The cost of the stunt was approxi- 
mately $158 to rent the helicopter 
for two air miles. Felker persuaded 
the utility, Milwaukee Light 
Co., to share the cost of the promo- 
tion. 


Gas 
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The results were well worth the cost, 
according to Felker. Local radio sta- 
tions and the newspaper carried news 
of the airlift. 

A crowd of about 150 people show- 
ed up at take-off time for the opening 
of the new store. More people gath- 
ered on the street near the home of 
the lucky customers, Mr. and Mrs. 
H. Wistl, to watch the helicopter 
land. 


Why did Felker do it? He is a strong 
believer in unique as well as old 
fashioned promotions. 

For instance, this past fall he gave 
away a free bushel of corn on the 
cob with each appliance purchase. 

Sound corny? Maybe so, but Felk- 
er claimed that promotion helped 
him move 1,200 appliances in two 
months. 
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“business must help 
win the battle 


for higher education” 


“Regardless of the strengths and attributes 
our nation possesses, if we fall behind in the 
field of education, we will fall behind as a world 
power. 

“Our scientific, cultural and economic 
growth—and our political strength—will de- 
pend largely upon the educational facilities we 
make available to our youth. We owe it to our- 
selves asa nation; we owe it to our young people 
who will inherit this nation to provide the 
financial aid that will make our institutions of 
higher learning second to none in the world. 
This is of vital importance to our business 
community. 

“Business must put its support on the line 
to help win the battle for higher education.” 
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Published as a public service 
in cooperation with The Advertising Council and 
the Council for Financial Aid to Education 


ALFRED P. SLOAN, JR. 


Honorary Chairman of the Board 
General Motors Corporation 
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Today many of our colleges are over- 
crowded. In ten years, applications will 
have doubled and we will be faced with 
an even more serious crisis in our insti- 
tutions of higher learning. We will need 
more and better college classrooms, 
many more well-equipped college labo- 
ratories and thousands more of the most 
dedicated and well-trained professors. 

Only increased financial aid will pro- 
vide our young people with the best col- 
lege facilities. Only increased financial 
aid will keep our finest minds from leav- 
ing the teaching profession. 





For additional information on the 
crisis faced by higher education write 
to: Higher Education, Box 36, Times 
Square Station, New York 36, N. Y. 
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THE 62 WASHER THAT'S 40 YEARS OLD 


(and still going strong!) 


This is a 1962 General Electric Filter-Flo® washer. 

So far as it’s concerned, the year is 2000 A.D. 

Here’s the story: General Electric decided to find out just 
how well, and for just how long, their automatic washers 
would work. Engineers devised a test that would simulate 


10 years of life in 3 months, and 82 washers, selected at ran- 


dom, were operated continuously, 24 hours a day. All 82 
washers completed the 3 months accelerated test. 
To determine ultimate breakdown period, one of these 


machines was chosen at random for even more accelerated 
testing. It has run for the equivalent of 40 years and is still 
going strong. . . theoretically, in the year 2000 A.D. 

The point is this: General Electric builds quality into 
every washer they make. Continues to check quality in 
production to insure reliability and customer satisfaction. 

The men who sell and service General Electric washers 
know this pays off. So do the women who buy them. 


Progress ls Our Most Important Product 


GENERAL @@ ELECTRIC 
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G-E 23 cu. ft. chest freezer with foamed plastic insulation 





GENERAL ELECTRIC 1962 Refrigerator And Freezer Lines 


Featured in the 1962 General Electric refrigera- 
tor line is the Spacemaker, 18.8 cu. ft. refrig- 
erator-freezer_and the 28 in. wide refrigerator- 
freezer with 11.4 cu. ft. storage space. Both 
models feature the Frost-Guard system, which 
never needs defrosting, not even in the zero-de- 
gree freezer. 

The Spacemaker with its capacity of 18.8 cu. ft. 
is only 67 in. high, 3334 in. wide and fits under 
15 in. wall cabinets easily—in the space occupied 
by the old 10 cu. ft. model of a decade ago. The 
extra capacity is made possible by the foamed 
plastic insulation. It is suitable for new home or 
remodeled kitchens, provides ample refrigerator 
and freezer space, and can be surrounded with 
cabinets installed flush, in a corner, or used as a 
room divider. It is available in white or Mix-or- 
Match colors, pink, turquoise, yellow or woodtone. 
An aluminum decorative panel on the Roll-Out 
freezer can be removed if desired. Decorator 
panels are also available in 5 popular wood grain 
finishes: birch, oak, ash, mahogany or knotty 
pine, or in coppertone or brushed stainless steel. 
Other features include Mobile Cold, a forced air 
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circulation system in the refrigerator section 
which delivers the right amount of air to keep 
meats fresh up to 7 days and to keep proper tem- 
perature throughout entire refrigerator section; 
solid swing-out shelves of anodized aluminum, 
adjustable even when loaded; Roll-Out freezer 
with 2 large baskets for storing bulky items, has 
net storage volume of 5.8 cu. ft.; Freeze-N-Store 
ice service with flip-over trays provide a party 
supply of cubes at convenient level; trays can be 
refilled in the freezer with a pitcher of water. 
The 1962 line includes refrigerators ranging from 
10 cu. ft. to 18.8 cu. ft.; 6 models are available 
with the Frost-Guard feature; both single and 
2-door models are offered, the larger models with 
the fresh food section at top. Interiors are white 
with ocean spray blue accented in darker blue. 
Shelves and freezer doors have new snow-flake 
pattern. 

Featured in the 1962 freezer line are an 18.6 cu. ft. 
upright freezer that holds up to 651 lIbs., and a 
chest freezer with 23 cu. ft. capacity. 

Upright features include no frost build-up on the 
packages. They stay clean and legible to read and 





never stick together; no build-up of ice; no need 
to change control when putting in more food to 
freeze ; compressor starts almost immediately and 
runs until food is frozen, then returns to normal 
cycle; uniform temperature of zero degs. main- 
tained throughout the freezer ; air flow penetrates 
to every nook and corner; Book-Shelf door for 
frozen food as well as odd-shaped packages; 20 
can juice can dispenser; white or Mix-or-Match 
colors. 

Chest model with 23 cu. ft. capacity has outside 
dimensions of a 17 cu. ft. model because of the 
use of foamed plastic insulation which takes about 
'% the usual thickness. It is easy to organize, with 
vertical dividers and 2 sliding baskets. Fast freez- 
ing is possible anywhere in food compartment. 
Has a steel wrap-around cabinet with all seams 
completely sealed; white exterior. The lid raises 
easily and there is an interior light which auto- 
matically illuminates storage compartment; safe- 
guard alarm light glows when freezer is in opera- 
tion and a convenient lock. It is streamlined to fit 
in a kitchen, utility room, or wherever convenient. 
General Electric Co., Louisville, Ky. 
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to the biggest 
dealer tie-in 


in 
General Electric 
history... 

in advertising 
history ! 


WATCH FOR THE G-E TEST PATTERN: 
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Appearing in 62 regional editions of TV Guipe, 
the above advertisement* led customers to well 
over 5000 dealer outlets. It reached the house- 
holds of more than 7,500,000 viewer-pros- 
pects and helped achieve record sales for G-E 
picture tubes, receiving tubes and capacitors! 

Can TV Guipeé be your kingpin to record 
sales? It offers you the largest weekly circula- 
tion in magazine history — coupled with the 
most regional flexibility. Check into how high 
you can score with the unique advantages 
of TV GuibeE. 


AMERICA’S 
BEST- 
SELLING 
WEEKLY | 
MAGAZINE 


*General Electric Company, Distributor Sales, Electronic Components 
Division. Agency: Gardner Advertising Company. 
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new products 


CONTINUED 





PENTRON Transitape 


A portable, transistorized, battery op- 
erated, tape recorder plays 2 speeds; 
plays 64 min. at 1% ips. Other fea- 
tures include battery level indicator; 
full-size playback speaker; deluxe 
wide-range response microphone; 
recording level indicator; separate 
erase head; output jack with ear- 
phone or mike; fast forward as well 
as normal forward and_ rewind 
speeds; safety interlock; separate 
volume control; comes with carrying 
case, hand strap and accessory shoul- 
der strap. Mercury cell Penlite bat- 
teries provide up to 150 hours play- 
ing time; weighs under 61% Ib. less 
batteries. Pentron Electronics Corp., 
777 S. Tripp Ave., Chicago 24, Ill. 











WHIRL-A-WAY 
‘“‘Imperial”' Disposer 


The Whirl-A-Way Imperial No. 79 
is a 14 hp domestic continuous-feed, 
food waste disposer designed to fit 
98% of the existing kitchen plumb- 
ing without major alterations. 

Sound suppressor is built into 
the drain; elbow assembly; rubber 
mounted at sink connection with an 
acoustical fireproof blanket encir- 
cling the disposer; and encased in a 
high impact polished polystyrene 
case; floating suspension with the 
all-new synchronized silencer. 

It is 14 in. long; has a G-E motor; 
permanently lubricated bearings; 
manually reset overload protector; 
weighs 18 lb. 

Price, $79.50. W. T. Hedlund Mfg. 
Co., 4600 W. Washington Blvd., Los 
Angeles 16, Calif. 











BIGGEST AND MOST COMPREHENSIVE 
INDUSTRY EXHIBIT EVER PRESENTED! 
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National Housewares Exhibit 






JANUARY 15-19, 1962 
McCormick Place, Chicago 


* All the new products and ideas 








TELECTRO Stereo Tape 
Recorder 


SS 132 self-contained stereo tape re- 
cording and playback unit is an- 
nounced. It records and plays 4-track 
and 2-track stereo tapes and mon- 
aurals; contains Simul-Track fea- 
ture for sound on sound recording, 
dual 6w amplifier and speaker sys- 
tems, precision mechanism and dig- 
ital counter. A fractional tapered 
case permits reels to be stored in 
operating position with cover closed. 
It weighs 19 lb., includes 2 mikes, 
pre-recorded tape and empty takeup 
reel. 

Price: $199.95. Telectro, Div. of Em- 
erson Radio & Phono Corp., Jersey 
City 2, N. J. 











KANEMATSU Transistor Radio 


The NEC, No. NT-880 is a two-band 
8-transistor radio with standard and 
shortwave bands made by Nippon 
Electric Co., and introduced by its 
U.S. representatives, Kanematsu New 
York, Ine. 

Featured is the built-in indicator 
for best tuning on standard or short- 
wave listening despite a weak signal 
and at the same time determines bat- 
tery condition. Other features include 
fine tuning knob: horizontal dial 
scale for easy reading; and the en- 
tire set is protected against tempera- 
ture and climatic conditions. The unit 
is packaged in a gift box with com- 
plete accessories containing an ear- 
phone, leather case, rod antenna, 
auxiliary antenna and 4v and 114 
penlite batteries. 

It is available in 2 series: No. NT- 
880A covers BC535-1605 ke/s, SW-A 
3.9-12 me/s, and NT-880M covers BC 
535-1605 ke/s, MB 1.7-4.6 mc/s. 
Price, $49.95. Kanematsu New York, 


* All the big names in housewares 


* All the up-to-date information you 
need for more profits in ’62 







Inc., 606 S. Hill St., Los Angeles 14. 


Serving the housewares industry since 19358 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


(incorporated not for profit) 





1130 Merchandise Mart + Chicago 54, Illinois 
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New Zenith stereo console (model MH2601) with AM-FM stereo tuner features four 
watts of undistorted music power, two 9x6 speakers and a pair of 314-inch tweeters. 


The Parade Of Drop-Ins: 
New From RCA, Zenith 














i 5 & EAPO Os © See ee 
New color TV set from RCA Victor, a compact consolette (model 212-G-79-M) fea- 
tures bonded glare-proof picture tube, and carries retail guide price of $595. 





This newly introduced 23-inch compact consolette (model 232-C-28-M) from RCA 
Victor has a bonded line, ‘‘new vista’’ tuner and retail guide price of $259.95. 
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/MARKET REPORTS 


SOUTHWEST . . . ALBUQUERQUE, N. 
MEX.—Appliance sales were feeling 
a strong spurt in November. The in- 
crease—expected to be sustained by 
Christmas buying this month—put a 
few dealers’ annual volume ahead of 
1960 for the first time, and gave all 
of them a highly optimistic outlook 
for 1962. 

Albuquerque appeared, finally, to 
have weathered a stubborn recession 
that hit the city last year. Home con- 
struction was still in the doldrums, 
but tax collections, bank clearings, 
deposits and other criteria all pro- 
duced definite evidence of an upturn 
in business. 

Public Service Co.’s promotion of 
dryers during November produced 
what a spokesman termed a “‘tremen- 
dous response.” Electric-dryer sales 
continued to maintain a 4-to-1 sales 
lead over gas-dryer sales even though 
the Southern Union Gas Co.’s promo- 
tion held at almost the same time, 
featured a lower installation charge 
($30 for gas vs. $40 for electric). 

Ranges and washers, hitherto slow 
items, showed a firm upturn in No- 
vember. TV and other electronic 
goods, which had moved well through- 
out 1961, sold at a strongly acceler- 
ated rate in November. 

Melvin Ross of Griffith’s Appliance 
Centers, reported November appli- 
ance volume about 8% ahead of the 
same month last year and predicted 
1962 would be “about 15% better 
than 1961.” He reported Hotpoint and 
Westinghouse dryers and Maytag 
washers and dryers among his strong- 
est sellers. 

Lou Miera of Fedway reported 
sales of home entertainment centers— 
Curtis-Mathes TV-stereo-radio com- 
binations, retailing from $309 to $599 
—“fabulous; in fact we can’t get 
enough of them.” 

Montgomery, Ward & Co. and 
Sears, Roebuck & Co. were both re- 
ported selling ahead of 1960 volume. 
These two mail order companies, each 
with two outlets in Albuquerque, ac- 
count for about 50% of all appliance 
sales in the city. Sears dominates in 
sales of laundry equipment and elec- 
tric ranges; Montgomery Ward has 
control of the refrigerator and freez- 
er market. 


MIDWEST . . . KANSAS CITY, MO.— 
November sales of electrical mer- 
chandise were up, fourth quarter 
sales were up, volume was ahead for 
the year, and things looked good for 
a fine Christmas season. 

Average across the board increase 
in electronics was approximately 10% 
for November with the quarter run- 
ning just about the same increase. 
Seven to 15% step-ups were reported 
in the year’s sales volume to date. 

“We should have fantastic three 
weeks Christmas sales,’ commented 
one downtown authority. “People 
haven’t really started to buy yet.” 
This optimism was common. 

Reasons for the sales surge was 
attributed to stereo interest with 
Magnavox the leader, to the popu- 
larity of color TV, and to the fact 
that people were spending freely. 

In traditional year-end price breaks, 
only one major company seemed to be 
pushing toward inventory clearing 
through price cuts. Otherwise no spe- 
cial pricing was involved in the vol- 
ume increase. 


Some irritation over the “spotty” 
pricing situation in the white goods 
area was evident. “If you have ten 
dealers you’ll have as many different 
prices for refrigerators,” one observ- 
er commented. 


WEST . . . SAN DIEGO—The annual 
1961 Electrical and Home Appliances 
Show, sponsored by the Bureau of 
Home Appliances of San Diego Coun- 
ty, apparently gave a big boost to 
lagging pre-Christmas sales of appli- 
ances. 

Dealers reported that the show, at- 
tended by 180,000, spurred purchases 
of free standing ranges, refrigera- 
tors and TV sets, including some 
color sets. 

John Hamilton, owner of Hamil- 
ton’s in La Jolla, said both his Ze- 
nith and General Electric lines were 
moving well in most appliances. He 
credited the show with at least a 
“hidden effect.” 

Mrs. Wilma Furstenfeld, bureau 
president and major appliance man- 
ager at Benbough’s, said good reac- 
tion was obtained from most of the 
75 exhibitors. She listed stereo and 
hi-fi equipment, power tools, and 
small appliances such as mixers and 
FM radios as having unusual appeal. 

Mrs. Furstenfeld said Benbough’s 
now carried appliances only to com- 
plement their line of furniture and 
other home furnishings. 

“We can’t offer the type of service 
people expect from a store like Ben- 
bough’s and compete price-wise with 
discounters,” she said. 

Those dealers still maintaining a 
major appliance business included 
three main types: (1) Specialty 
firms, such as J. W. Ross Stove Co., 
whose owner reported consistent in- 
terest in ranges and ovens; (2) 
across-the-board businesses such as 
Hamilton’s whose location in high 
class suburbs such as La Jolla re- 
moves them from “under the gun” 
discounter competition; (3) aggres- 
sive firms such as Harrington’s, 
whose owner Len Julien says he con- 
tinues to rely on heavy advertising 
schedules and low prices to attract 
customers. 

Otherwise, discounters continued 
to dominate sales of heavy white 
goods, TV sets and some radio-TV 
combinations. 


SOUTH CENTRAL .. . LITTLE ROCK, 
ARK.—Appliance dealers in the met- 
ropolitan area, who saw declining 
sales at this time last year, were look- 
ing forward to a merrier Christmas 
this year. 

Some comments from dealers and 
distributors: “‘Business is on the up- 
swing” ... “It looks pretty good”’ 
... “Everything is selling better than 
last year.” 

They said that all kinds of hard 
goods were moving well, but TV was 
the most popular item. 

Leonard D. Cogbill, owner of Cog- 
bill Appliance and Television Sales 
and Service in the downtown area, 
said buyers were more optimistic this 
Christmas season than last year. “We 
don’t have politicians on television 
telling the people they’re in a reces- 
sion,” he explained. He acknowledged 
that some areas of the nation might 
have had real unemployment last 
year, “but at Little Rock the problem 
was all psychological.” 
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or the third time in 
pioneers a totally new 





- BIGGER 


PROFIT PROFIT 





a" . * . "7 . e 
19 TV...Originated by Admiral 23 TV...Another Admiral ‘‘First’’ 
19” OVERALL DIAGONAL, 172 SQ. IN. VIEWING AREA 23” OVERALL DIAGONAL, 282 SQ. IN. VIEWING AREA 


First time ever! Admiral develops a new Super-Screen 27” bonded picture tube! 
Not only 400 square inches of picture...53% greater than 21” TV...42% bigger than 23” TV... 
but also the most brilliant, sharpest picture in TV history! All in a slim 


cabinet designed to fit any room. Read the facts and then call your Admiral distributor! 
























































SUPER-SCREEN 27° TV. The Danforth, SUPER-SCREEN 27° TV. The Woodbine, SUPER-SCREEN 27° TV. The Revere, 
12710 Series—A beautiful Contemporary Lo- Model L2721—Uitra-slim Danish Modern Model L2739—Early American Lo-Boy from 
Boy in wainut, mahogany or blonde oak Lo-Boy master-crafted in genuine walnut the Admiral Masterpiece Collection in 
grained finish on hardboard. veneers and matching hardwood solids. cherrywood veneers and hardwood solids. 
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Bonded 27" TV...Latest Admiral Triumph 


27” OVERALL DIAGONAL, 400 SQ. IN. VIEWING AREA 


From the engineering and design laboratories of 
Admiral, where the famous movie-square 19" 
TV was pioneered and developed...where the 
first wide-angle 23" bonded TV was produced 
...now comes another great television advance. 
It’s the bonded Super-Screen 27—now in over- 
whelming demand from coast to coast! 


New bonded seal on tube —For the first time, 
a giant screen of this size has an optic-filtered 
safety glass permanently sealed onto the tube. 
There is no separate glass between you and 
the picture! No dust! No haze! No reflection 
problems! You see a perfect picture no matter 
where you sit—a picture that’s dramatically 
sharp and clear even in a fully lighted room. 
Don’t confuse the new Super-Screen 27 with 
any other picture tube you’ve ever heard 
about! There’s nothing else like it. Previous 





Sealed-on safety glass eliminates 
the separate glass faceplate 


Matchlight test shows amazing 
new tube cuts reflections by 75% 


attempts to enlarge the picture to this size 
have resulted in dimness and fuzzy details. 
Admiral’s new Super-Screen picture tube and 
the powerful, specially engineered precision 
chassis overcame all these problems. 


New quality advances in chassis—As a result 
of the superior regulation of Admiral’s 23,000 
volt system, extreme brightness and picture 
intensities are achieved as never before. An 
all-new DC contrast restoration circuit has been 
added to capture the full range of light and 
dark tonal values seen by the TV camera. 
For the first time, an advanced N-77 Electron 
Focus Control permits fine edge-to-edge focus 
on such a giant-size television screen. The 
fuzzy, distorted picture “halo” is also elim- 
inated by a miniature ‘‘Einsel’’ focus lens that 
insures precise pinpoint detail. 


IN FOCUS 
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23,000 voit chassis is especially 
engineered for giant-screen TV 


New Automatic Focus Control 
provides full-screen sharpness 


MARK OF QUALITY wt, THROUGHOUT THE WORLD 
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New! Exclusive! Admiral 
bonded Super-Screen 27 
...1V’s biggest, clearest 
picture...offers dealers 
the greatest unit profit 
ever! Now in tremendous 
demand from coast to 
coast! Get in! Cash in! 


Other new Admiral quality features: Miracle 
Compactron* tube with an exclusive new 
Automatic Picture Guard circuit! (Actually 
extends tube life and operating efficiency.) 
Copper-Bonded Symmetry Wiring eliminates 
105 potential trouble spots. New ‘“‘Cool Coil” 
power transformer with an amazing 100-year 
life-rated miracle insulation. 


Despite the great increase in picture size, 
Admiral’s engineering breakthru has achieved 
a degree of compactness previously impossible 
in giant-screen TV. While the neck of the new 
Admiral Super-Screen picture tube is slightly 
longer than today’s 21” or 23” tubes, the 
unique sealed-on safety glass feature holds 
overall depth to a minimum. 


New slim cabinet size—The Admiral Super- 
Screen 27 takes little more space than smaller 
screen sets, measures 
only 32%” high, 38%” 
wide, 20” deep. And you 
can sell new Admiral 27” 
TV in three authentic 
furniture designs. Call 
your Admiral distributor a" Ty oat ty 
—cash in now on this _ 

; 27” TV in compact cabinetry only 
great profit opportunity! a little larger than 21” TV! 


*TM of manufacturer 








Here Is The Best Appliance Truck 
Money Can Buy Because Only The 


Escort. 


OFFERS YOU 


EXCLUSIVELY THESE TWO FEATURES 


L-STEEL RATCHET STRAP 
IGHTENER WITH AUTOMATIC 
STRAP RECOIL! 


This new ratchet quickly and easily tightens strap 

around load. When loosened, spring action auto- 

Nnatically rewinds the strap in a neat coil, out 
the way and instantly 
for its next use. A real 
EXCLUSIVE ON 











This ESCORT featur 

you to roll the | 

up and down ~ 

minimum of time ‘and e 
A real back saver? EXxé 
SIVE ON THE ESCORT! 





WRITE, CALL OR WIRE 
TODAY 
For Full Details And 
Descriptive Literature 
STEVENS APPLIANCE 
TRUCK CO. 
DEPT. E BOX 897 
AUGUSTA, GA. 
MODEL SRT 
MODEL MRT “— All-Steel 
Magnesium Light! a 
Magnesium Strong! 


APPLIANCE TRUCKS SOLD ON A MONEY-BACK GUARANTEE! 
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MORE DEALERS BUY AND READ 
ELECTRICAL MERCHANDISING WEEK 
THAN ANY OTHER 

APPLIANCE PUBLICATION 


EVERY MONDAY THE PROS READ 
ELECTRICAL 


MERCHANDISING AYE Eg 























PEOPLE 


IN THE/INEWS 


Maytag Co.—Donald D. Duven was 
named general superintendent of 
production at the Newton, Ia., plant. 
He had been superintendent of the 
rubber and heat treat department 
there. Duven fills the post left va- 
cant by the recent death of N. E. 
Molleck. 

Paul Tessier joins the company as 
a regional manager in the Eastern 
Canada branch. With headquarters 
in Ottawa, he will serve Maytag 
dealers in Eastern Ontario. Before 
joining Maytag, Tessier covered the 
same territory for McClary-Easy. 

Jack B. Teeters has been appoint- 
ed a regional manager for eight 
Florida counties. He moves up from 
staff marketing assistant. 


Allied Radio Corp.—Myron S. Fried- 
man has assumed the new post of 
assistant to the vice-president-gen- 
eral manager. He comes to Allied 
Radio from Radio Shack Corp., 
where he was vice-president of mar- 
keting. Before that, Friedman held 
management posts with two Ad- 
miral industrial distributors, Dale- 
Connecticut Inc. and Dale-New Jer- 
sey Inc. 


Tokyo Shibaura Electric Co.—Chozo 
Tamura has been appointed director 
of the company’s New York office. 
He will be in charge of administra- 
tion and liaison for radio sales. 
Prior to his appointment here, he 
was in Toshiba’s foreign trade divi- 
sion in Japan. 


General Electric—H. Wayne Bracken, 
former district sales representative 
in Atlanta, has been appointed mer- 
chandising manager of the TV re- 
ceiver department. He will be re- 
placed in Atlanta by Steven R. Mi- 
halic, who moves up from product 
service manager for the department. 
Bracken’s career started in retail 
sales with Castleberry Appliances, 
Chamblee, Ga. 


Welbilt Corp.—Herman Altman has 
been appointed executive vice-presi- 
dent and general manager of Wedge- 
wood-Holly Corp. and Wedgewood- 
Holly Appliance Co., Culver City, 
Calif. Both companies are Welbilt 
subsidiaries. 


Shopping Center Showcase, Inc. 
Peggy Sipprell has been chosen di- 
rector of public relations. Formerly, 
she was director of advertising, pro- 
motion and public relations for 
Leonard L. Farber Co., shopping 
center developers. 


Siegler Corp.—Donald A. Wark has 
become western regional sales man- 
ager for the Olympic Radio & Tele- 
vision Division, covering distributor 
sales in 10 western states. 


RCA Whirlpool—John Fellman, 25 
year appliance industry veteran, has 
been assigned to the newly created 
position of account liaison manager 
for the six RCA Victor Distributing 
Corp. branches which wholesale 
RCA Whirlpool appliances. His re- 
sponsibilities will be similar to those 
he filled for the past five years as 
West Coast regional manager, but 
he will now handle only RCA Victor 
Distributing Corp. accounts. Donald 
R. Neftzger, former district man- 
ager in the West Central region, suc 
ceeds Fellman as regional manager. 
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CASWELL SPEARE pusltisHER 


DALE R. BAUER ADVERTISING SALES 
MANAGER 


Philip G. Weatherby, General Manager, 
Home Goods Data Book; Robert P. 
Green, Promotion Manager; Henry J. 
Carey, Director of Market Research; 
Peter Hughes, Production Manager; 
Marie Restaino, Production Assistant. 


DISTRICT MANAGERS: 

NEW YORK: Philip G. Weatherby, San- 
ford Wiedenmayer, 500 Fifth Avenue, 
N.Y. 36, N.Y., OX. 5-5959. 


PHILADELPHIA: H. Sherman Davis, 6 
Penn Plaza, Philadelphia 3, Pa., LO. 
8-4300. 


ATLANTA: Raymond K. Burnet, 1375 
Peachtree St., N.E., Atlanta 9, Ga., 
(Atlanta) 875-0523. 


CHICAGO: Edward J. Brennan, Bruce 
Tepaske, 645 N. Michigan Ave., Chi- 
cago 11, Ill., MO. 4-5800. 


DALLAS: John Grant, 901 Vaughn 
Bldg., Dallas 1, Tex., RI. 7-5117. 


DETROIT: Robert J. Scannell, 856 
Penobscot Bldg., Detroit 26, Michi- 
gan, WO. 2-1793. 


HOUSTON: Joe Page, W-724 Pru- 
dential Bldg., Houston 25, Tex., JA. 
6-1281. 


LOS ANGELES: Noel Humphrey, 1125 
West Sixth, Los Angeles 17, Cal., HU. 
2-5450. 


SAN FRANCISCO: Thomas H. Car- 
mody, 255 California St., San Fran- 
cisco 11, Calif., DO. 2-4600. 


PORTLAND: Scott Hubbard, Pacific 
Bidg., Yamhill St., Portland 4, Ore., 
CA. 3-5118. 
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A special classification for manu- 
facturers desiring advertising in 
space smaller than the minimum 
run-of-book display space. The 
space available in this section is 
i to 6 inches. 


REACH ALL BUYING INFLUENCES 
RATES—————ON REQUEST 
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Service. 
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“Well, it’s only once a year.” 
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“Well, I sure loused up that sale—telling him his 
wife was standing under some mistletoe.” 





















































































“Are you sure Graybar didn’t send a card?” “,..er, Mr. Scrooge, er, Mr. Stein...” 
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W ORLD NE W. S Reports By Overseas Bureaus Of McGraw-Hill World News 





TOKYO—Sanyo Electric has just in- to 500,000 refrigerators annually. 
troduced a new portable 14-inch This means that Toshiba will be 
transistor TV set built in two parts carrying 28% of Japan’s total re- 
—picture tube box and operation frigerator production. 

board. The picture tube box, sup- The company estimates that it will 
ported by four stays, is held in a take about 11 years before the de- 
right-angle position by an angle stop- mand for refrigerators in Japan is 
per, according to Sanyo. satisfied. Right now, only 9.2% of 

The operation board, or control Japanese households have them. 

panel, can be tucked away under- Opening ceremonies for the 540,- 
neath the tube box. Sanyo, whose 000 square foot plant were attended 
transistor radios are sold in the U.S. by Taizo Ishizaka, Toshiba’s chair- 
under the Channel Master brand, has man, and Fumio Iwashita, president. 


not set a price for the new TV set. 
JOHANNESBURG—A new type of 
IBARAKI CITY—Toshiba has opened a cooker is on the market in South 





refrigerator manufacturing plant Africa and may be on world markets 
here which will boost its production soon because a Johannesburg me- 
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List me 
Here’s the hottest line of promotionally priced top quality self-contained 
AM/FM/SW/FM Multiplex Ready hi-fi stereo consoles in the industry today! Feature for feature 
these magnificent Delmonico consoles can't be matched by units costing hundreds of dollars more! 
















stereo console 
1G G : 
Se a weer — with telefunken 
changer. 56” wide. 





EMUD-MODEL 1010 EMUD MODEL 932 KORTING MODEL 981 KORTING MODEL 1091 _ KORTING MODEL 951 

AM/FM/SW/ FM Multiplex AM/FM/SW/FM Multiplex AM/FM/2 SW/FM Multiplex AM/FM/2SW/FM Multiplex AM/FM/2SW/FM Multiplex 

Ready 11-tube radio Ready 9 tube, radio. Ready 7 tube, 6-speaker Ready 9-tube radio. 6 speaker Ready self-contained hi-fi 

6-speaker self-contained self-contained self-contained hi-fi self-contained hi-fi stereo stereo console with 

hi-fi stereo console hi-fi stereo console. stereo console with console with Telefunken changer and 
Telefunken changer. Telefunken changer and built-in lighted bar. 


built-in lighted bar. 


fort "Enago, It = YOUR PROFIT| LINE FOR'62 
<< 


Delmonico(>®,International 
DIVISION OF THOMPSON STARRETT CoO., INC. 
120-20 Roosevelt Avenue, Corona, L. I. - TWining 9-5959 


West Coast Branch: 5015 Hampton Street, Vernon, Los Angeles, California - LUdlow 3-3301 





chanical engineer was disappointed 
by the performance of his imported 
toaster. While he was trying to im- 
prove the toaster, his ideas for the 
new cooker evolved. 

It looks like a pot, has two coils 
within reflecting lids and uses radi- 
ant energy which is reflected onto 
the food. Oscar Voigt, the inven- 
tor, said that it cooks faster than 
conventional appliances and retains 
moisture better. Voigt’s factory is 
now turning out the new cookers. 

The cooker has been patented in 
South Africa and patents are pend- 
ing in other countries. Inquiries for 
rights have been received from Brit- 
ain, Germany, Australia and Israel. 


BONN—An appliance dealer has ap- 
pealed to the West German cartel 
authority to declare the list price 
system for radios, TV sets and tape 
recorders is invalid. 

The move was triggered when 
eight manufacturers filed in court 
against the Bochum dealer on the 
grounds that he was giving illegal 
discounts of 25%. The dealer ap- 
pealed by pointing to a provision in 
German cartel law that states: Ad- 
herence of retailers to list prices can 
be enforced only if the list price sys- 
tem is not undermined. 

The dealer had sent out test buyers 
to appliance retailers in the Ruhr 
area, Osnabrueck, Kassel and Frank- 
furt and produced sworn statements 
that list prices were already being 
cut in 570 cases. 


MEXICO CITY—Mexico gets its first 
factory to manufacture phonograph 
needles when Jensen Industries of 
Forest Park, Ill., begins producing 
needles here under the new company, 
Jensen De Mexico. Lorenzo Soler is 
president of the Mexican company 
and Ricardo Martinez is executive 
vice president. 

Karl Jensen, Jensen’s president, 
heralded the opening of the factory 
as a “natural outgrowth” of the music 
boom now going on in Mexico. 


FTC Decision 


CONTINUED FROM P5 

tices, but they are constrained to 
add that “the general populace knows 
that a list price is only a means of 
identification and a starting point 
for value to be fixed utlimately by 
the forces of competition.” This kind 
of language, coming from an FTC 
examiner himself, should make us all 
hold our heads a little higher. 





We have been saying the same things 
for some time now, and yet, hereto- 
fore, have been charged by the FTC 
as operators of a shoddy conspiracy 
to defraud the American public, 


Maybe it’s the beginning of a new 
day... 





Corrections 


On p25 of EM WEEK for Nov. 27, 
Fi-Cord International, maker of a 
miniature transistor tape recorder, 
was erroneously listed as a Swedish 
company. In fact, Fi-Cord products 
are made in Switzerland. First ship- 
ments of the Fi-Cord 101 miniature 
tape recorder will be made to the 
U.S. early in 1962. 

Also in the same issue, on page 12, 
the company which makes an apart- 
ment sized electric dishwasher was 
listed as “Ling Tempco.” It should 
have been “Ling Temco.” 
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TAKING STOCK 


A quick look at the way in which the 


stocks of 55 key firms within the industry behaved last week. This 
summary is another exclusive service for readers of EM WEEK. 
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Stocks and Dividends 1961 Close Close Net 
in Dollars High Low | Nov. 27} Dec. 4 | Change 
NEW YORK EXCHANGE 
Admiral 18!/ 10% 18!/, 19 ie 
American Motors 1.20 21, 16!/5 17%, 16% — % 
Arvin Ind. 1 28!/ 20 28\/¢ 30!/2 + 2% 
Borg Warner 2 46!/, 35 457/, 46 + py 
Carrier 1.60 49 32\/g 395% 39\/2 — \% 
CBS 1.40B 42% 31'/ 365% 36'/4 — 
Chrysler 1A 574% 53'/, 47!/> 465, — % 
Decca Records 1.20 47!/2 32 39'/g 38 — Ik 
Emerson Electric 1 BXD 88!/, 50 81'/ 82%, + ify 
Emerson Radio .37T 16%, 11s 134% 13g — ' 
Fedders 1B 25'/5 17%, 22 23g + 1%, 
General Dy. 1 45!/2 25 27'/2 27\/ — 
General Elec. 2 55!/g 60!/2 79\/g 7% — 1% 
General Motors 2 54 40% 54 55!/g + I, 
General Tel & El .76 32'/2 24 259%, 25'/, + Vp 
Hoffman Elec. 29% 145% 17% 16% — »% 
Hupp Corp. 25F. 11%, 7¥% 8 7H%, — 
Magnavox 1 464 35\/g 46% 44\/, — 2", 
Maytag 2A 71 524%, 673%, 65 — 2% 
McGraw-Edison 1.40 429% 30% 42% 415% — 
Minn. M&M. .60 87% 70V/g 72'/2 72% + VY, 
Montgomery Ward 1 34%, 26%, 31%, 31%, ake 
Monarch .04 18!/, 13% 17% 16% — I", 
Motor Wheel 1 20!/2 11% 13% 13% + ', 
Motorola 1 100 68!/2 BI", 8! = * 
Murray Corp. 305%, 26!/2 29!/2 285 ome 
Norris-Thermador 343% 18 22% 24!/, + 1% 
Philco 25\/s 17% 234% 251/4 a 
RCA 1B 65% 49/2 53/4 52% — kh 
Raytheon 2.37T 44\/, 347% 363% 38 + 1% 
Rheem 23'/2 13'/, 133% 13%, + I~), 
Ronson .60 26% 12'/g 23% 26% + 2% 
Roper GD 27'/, 165% 27'/2 2714, ses. 
Schick 14!/g 8l/, 9g 9 om Ye 
Siegler Corp. .40B 34 22%, 2534 26/4 + I, 
Singer 127'/ 1073/4, 120 1247/g + 47/, 
Smith A. O. 1.60A 37%, 26\/4 267, 27 + Ip 
Sunbeam 1.40A 557/g 455% 56!/, 55//, — & 
Welbilt .10E 4 4V/, 4\/, 4!/, a 
Westinghouse 1.20 50 38 40! 39 — i, 
Whirlpool 1.40 4% 26548 34 3/4 - 
Zenith 1.60A 0'/2 625%, 80!/4 4\/2 — 5% 
AMERICAN EXCHANGE 
Century Electric 10% 5%, 8%, 83/4 a8 
lronrite .25T 8\/, 5'/2 6% 65 =a 
Lynch Corp. 87T 2%, 8\/, 9", 9 a 
Muntz TV 7 4 41/g 4Y/z 
National Presto .60 31 2/4 163 16% + I, 
Nat. Un. Elec. (Eureka) 4\/, 1%, 2%, 2\/> ay 
Pentron 852 2% 45, 4l/, —— 
Proctor-Silex In 5\/e 7/4 gl/, oe 
Republic Trans. 9 4!) 5\/s 5/4 + If 
Thompson-Starret 4 1% 2!/, 2/5 — 
Trav-ler Radio 7/2 45, 63% 63, =. 
MIDWEST EXCHANGE 
Knapp-Monarch oe —_ 55 55 on 
Webcor -- — 1556 15!/> + 
A—Also extra or extras. B—Annual rate plus stock dividend. E—Paid last year. F—Payable in stock during 


1961, estimated cash value on ex-dividend or ex-distribution date. T—Payable in stock during 


cash value on ex-dividend or ex-distribution date 


1960, estimated 





ANALYSIS: The market fell off 
slightly last week. The EM WEEK 
chart, on the upgrade for over a 
month, followed the over-all market 
trend and dropped % pt. for the 


week. Most issues moved 
direction, 
its climb, 
4 pt. 
would 


with little 
although Singer continued 
registering a better than 
increase to 124%. A stock split 

not be surprising here. On 


DECEMBER 11, 1961 


announced 
a number of electric utili- 
bring suit against several 
makers of electrical equipment af- 
fected a number of issues, G-E and 
Westinghouse among them. The price 
fixing charges saw G-E drop °%4 pt. 
on the week and Westinghouse off 
143. General Motors, Philco and 
American Motors were active stocks. 


the business-news front, 
plans by 
ties to 





A QUICK CHECK OF BUSINESS 


FACTORY SALES 
appliance-radio-TV index 
(1957 = 100) 

RETAIL SALES 

total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT + + 
owed to appliance-radio-TV 
dealers ($ millions) 
FAILURES 

of appliance-radio-TV dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 
(thousands) 


PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household 
equipment ($ billions) 
DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 








Latest |Preceding 
Month Month 
113 127 
18.6 18.3 
320 326 
277 275 
24 30 
127.6 127.8 
164.9** 124.3°* 
18.34 17.8+ 
367.8 316.8 
25.8 25.8 
67,824 67,038 | 6 





TREN 


Year 
Ago ‘ce 
108 ‘ 
her 
185 00 
318 00 
291 48 
28 47 
135.3°*| 21 
190+ 74) 








*New index being used. Federal Reserve Bulletir 


%% ‘*Figures are for week ending November 


+-Figures are for quarters 
++ Federal Reserve Bulletin figures 


revised 





A QUICK CHECK OF INDUSTRY TRE? 


An up-to-the-minute tabulation of estimated 
of 15 key products. New figures in bold-face nny 

















1961 | 1960 
(Units nits 
AIR CONDITIONERS, Room September 8 500 
9 Months 1,369,200 
DISHWASHERS September 56,400 6.000 | 
9 Months 430,600 
DRYERS, Clothes, Electric October 95 82 
10 Months 600,348 
Gas October 57.16 22 | 
10 Months . 4 946 
FOOD WASTE DISPOSERS September 90,90 6,300 
9 Months 609 000 581.4 
FREEZERS September 94 89 
9 Months 270.79 4 
PHONOGRAPH SHIPMENTS September 452.1 
9 Months 540 5) $8 544 
RADIO PRODUCTION Week Nov. 24 242,778 178,003 
(Excludes auto) 47 Weeks 10,063,883 | 9.693.479 
RADIO RETAIL SALES July 497 9S) | tate! & 
] Months cna 1 | 4467 : 
TELEVISION PRODUCTION Week Nov. 24 133,303 90.696 
47 Weeks 5,603, ow | $302,877 
TELEVISION RETAIL SALES uly 88 792 BSE 
7 Months 
REFRIGERATORS September 
0 Manth< | 
RANGES, Electric, Standard September 
9 Month ‘ 
Built-in September | 
RANGES, Gas, Standard 0 
Built-in 
VACUUM CLEANERS 
WASHERS, Automatic & Semi-Auto 
Wringer & Spinner 
WASHER-DRYER COMBINATIONS | 
WATER HEATERS, Sn | 
Electric (Storage) 9M | 
WATER HEATERS, Gas (Storage) 
Sources: NEMA, AHLMA wk 
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“Well, it’s only once a year.” 





“Whaddya think of the Christmas help?” 


fT aE TE 
































*..er, Mr. Scrooge, er, Mr. Stein...” 





W ORLD NE W. S Reports By Overseas Bureaus Of McGraw-Hill World News 





TOKYO—Sanyo Electric has just in- to 500,000 refrigerators annually. 
troduced a new portable 14-inch This means that Toshiba will be 
transistor TV set built in two parts carrying 28% of Japan’s total re- 
picture tube box and operation frigerator production. 
board. The picture tube box, sup- The company estimates that it will 
ported by four stays, is held in a take about 11 years before the de- 
right-anzgle position by an angle stop- mand for refrigerators in Japan is 
per, according to Sanyo. satisfied. Right now, only 9.2% of 
The operation board, or control Japanese households have them. 
panel, can be tucked away under- Opening ceremonies for the 540,- 
neath the tube box. Sanyo, whose 000 square foot plant were attended 
transistor radios are sold in the U.S. by Taizo Ishizaka, Toshiba’s chair- 
under the Channel Master brand, has man, and Fumio Iwashita, president. 


not set a price for the new TV set. 

JOHANNESBURG—A new type of 
IBARAKI CiTY—Toshiba has opened a cooker is on the market in South 
refrigerator manufacturing plant Africa and may be on world markets 
here which will boost its production soon because a Johannesburg me- 














WEST GERMAN 


~ self-contained am/fm 
hi-fi stereo consoles 


| FROM 


| 


a 4 4 a 8 a ~~ 
ih - - a ie NS ‘ 1 Resor 3 s . . 
: Mlustrated 
: EMUD MODEL 1211 
AM/FM/2 SW/FM 
; eee Multiplex Ready 
: 11-tube, 8-speaker 
LIST self-contained hi-fi 
SLIGHTLY HIGHER stereo console 
SOUTH & WEST with telefunken 
‘ - changer. 56° wide 


Here’s the hottest line of promotionally priced top quality self-contained 
AM/FM/SW/FM Multiplex Ready hi-fi stereo consoles in the industry today! Feature for feature 
these magnificent Delmonico consoles can’t be matched by units costing hundreds of dollars more! 
















EMUD-MODEL 1010 EMUD MODEL 932 KORTING MODEL 981 KORTING MODEL 1091 KORTING MODEL 951 

AM/FM/SW/ FM Multiplex AM/FM/SW/FM Multiplex AM/FM/ 2 SW/FM Multiplex AM/FM/2SW/FM Multiplex AM/FM/2SW/FM Multiplex 

Ready 11-tube radio, Ready 9 tube, radio. Ready 7 tube, 6-speaker Ready 9-tube radio. 6 speaker Ready self-contained hi-fi 

6-speaker self-contained self-contained self-contained hi-fi self-contained hi-fi stereo stereo console with 

hi-fi stereo console hi-fi stereo console stereo console with console with Telefunken changer and 
Telefunken changer. Telefunken changer and built-in lighted bar 


built-in lighted bar. 


Delmonico line Jar 8.19 


Sank Gh Garin” Eis YOUR PROFIT| LING FOR '62 


Delmonico( Set International 


DIVISION OF THOMPSON STARRETT CO., INC. 
120-20 Roosevelt Avenue, Corona, L. I. - TWining 9-5959 


West Coast Branch: 5015 Hampton Street, Vernon, Los Angeles, California - LUdlow 3-3301 


chanical engineer was disappointed 
by the performance of his imported 
toaster. While he was trying to im- 
prove the toaster, his ideas for the 
new cooker evolved. 

It looks like a pot, has two coils 
within reflecting lids and uses radi- 
ant energy which is reflected onto 
the food. Oscar Voigt, the inven- 
tor, said that it cooks faster than 
conventional appliances and retains 
moisture better. Voigt’s factory is 
now turning out the new cookers. 

The cooker has been patented in 
South Africa and patents are pend- 
ing in other countries. Inquiries for 
rights have been received from Brit- 
ain, Germany, Australia and Israel. 


BONN—An appliance dealer has ap- 
pealed to the West German cartel 
authority to declare the list price 
system for radios, TV sets and tape 
recorders is invalid. 

The move was triggered when 
eight manufacturers filed in court 
against the Bochum dealer on the 
grounds that he was giving illegal 
discounts of 25%. The dealer ap- 
pealed by pointing to a provision in 
German cartel law that states: Ad- 
herence of retailers to list prices can 
be enforced only if the list price sys- 
tem is not undermined. 

The deale r had sent out test buyers 
to appliance retailers in the Ruhr 
area, Osnabrueck, Kassel and Frank- 
furt and produced sworn statements 
yrices were already being 
) cases. 


hate 15 


nat ist 
cut in 570 
MEXICO CiTY—Mexico gets its first 
factory to manufacture phonograph 
needles when Jensen Industries of 
Forest Park, Jil, begins producing 
needles here under the new company, 
Jensen De Mexico. Lorenzo Soler is 
president of the Mexican company 
and Ricardo Martinez is executive 
vice president. 

Karl Jensen, Jensen’s president, 
heralded the opening of the factory 
as a “natural outgrowth” of the music 
boom now going on in Mexico. 


FTC Decision 


CONTINUED FROM P5 

tices, but they are constrained to 
add that “the general populace knows 
that a list price is only a means of 
identification and a starting point 
for value to be fixed utlimately by 
the forces of competition.” This kind 
of language, coming from an FTC 
examiner himself, should make us all 
hold our heads a little higher. 





We have been saying the same things 
for some time now, and yet, hereto- 
fore, have been charged by the FTC 
as operators of a shoddy conspiracy 
to defraud the American public. 


Maybe it’s the beginning of a new 
day. .. 





Corrections 


On p25 of EM WEEK for Nov. 27, 
Fi-Cord International, maker of a 
miniature transistor tape recorder, 
was erroneously listed as a Swedish 
company. In fact, Fi-Cord products 
are made in Switzerland. First ship- 
ments of the Fi-Cord 101 miniature 
tape recorder will be made to the 
U.S. early in 1962. 

Also in the same issue, on page 12, 
the company which makes an apart 
ment sized electric dishwasher wa 
listed as “Ling Tempco.” It shoul 
have been “Ling Temco.” 
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TAKING STOCK i uick tor at the way in wnicn tne | A Quick cHeck or BUSINESS TRENDS 
stocks of 55 key firms within the industry behaved last week. This Latest |Preceding| Year HOW THEY 
summary is another exclusive service for readers of EM WEEK. Month Month Ago COMPARE 

FACTORY SALES 113 127 108 4.63% up 
appliance-radio-TV index - ag 
(1957 = 100) : 
RETAIL SALES 18.6 18.3 18.5 00.54% up 
total ($ billions) = pe 
APPLIANCE-RADIO-TV 320 326 318 00.63% up 
STORE SALES = Tr 
($ millions) ent. 
CONSUMER DEBT + + 277 275 291 4.81% down 
owed to appliance-radio-TV aor pe 
dealers ($ millions) is 
FAILURES 4 30 28 | 14.29% down 
of appliance-radio-TV dealers = — 
HOUSING STARTS 127.6 127.8 | 113.2 12.72% up 
(thousands) = yo 
AUTO OUTPUT 164.9** 124.3** 135.3°*| 21.88% up 
(thousands) 
PERSONAL CONSUMPTION 18.34] 1784] 19.04] 3.68% down 
EXPENDITURES eR, 
for furniture-household ai 
equipment ($ billions) 
DISPOSABLE INCOME 367.8 316.8 354.4 3.18% me 
ili (3rd qtr. 
Stocks and Dividends 1961 Close Close Net annual rate (3 batons) vs. 3rd qtr. 1960) 
in Dollars High Low | Nov. 27) Dec. 4 | Change | CONSUMER SAVINGS 25.8 25.8 24.6 | 4.88% up 
illi (3rd qtr. 1961 

NEW YORK EXCHANGE , a ee eee vs. 3rd gtr. 1960) 

Admiral 18!/, 10% 18!/, 19 * ip 

American Motors 1.20 21% 16!/ 17/g 16% = % EMPLOYMENT 67,824 67,038 67,490 00.49% up 

a oe 28/s = 28/3 30/2 . eo (thousands) (Oct. 1981 vs. 

Borg Warner 2 46!/, 35 457/ 46 + Vs Oct. 1960) 

Carrier 1.60 49 32'/g 399%, 391/> — % 

CBS 1.40B 42% 31'/ 36% 36\/4 a 4p *=New index being used. Federal Reserve Builetin (seasonably adjusted) 

Chrysler 1A 57% 53\/, 47'/, 46%, —_ Ya PES apa are bd week ending November 25, 1961, and preceding week (revised) 

Decca Records 1.20 41/2 32 39/3 38 er '"s + + Federch ‘Reserve Bulletin figures (revised) 

Emerson Electric 1 BXD 88!/, 50 81'/, 82% + Il, 

Emerson Radio .37T 16% 11% 13% 13'/g — |, 

moa Bue) a | a or INDUSTRY TRENDS 

G | Dy. 1 /8 oe 

General Elec. 2 551, 60!/2 791/, 77¥¢ =n A QUICK CHECK OF j : 

General Motors 2 54 40% a = bs " An up-to-the-minute tabulation of estimated industry shipments 

| | Et .7 32!/ 24 25 25 8 - . q 5 

pee, ie 6 295 145% 17%, eth a of 15 key products. New figures in bold-face type 

Hupp Corp. 25F. 11% 7% 8 7H — 1961 1960 % 

Magnavox 1 465, 35'/g 465 44!/2 ~~ i (Units) | (Units) | Change 

Maytag 2A 7I 52% 673/, 65 — 2% 

McGraw-Edison 1.40 42% i 27) Sei ~- } AIR CONDITIONERS, Room September 38,500 | 22,400 | +71.88 

ectenine Wiek 1 att i wel wet * 9 Months | 1,369,200 | 1,378,100 | 00.65 

Monarch Ga 18\/ 13% | 17/4 | 16% | —1% | DISHWASHERS September 56,400 | ° 56,000 | +00.71 

Motor Whee! 1 20'/2 11% 13% 13% | + 9 Months 430,600 | 417,100 | + 3.24 

Motorola 1 = 68/2 81% ol ~ 2 DRYERS, Clothes, Electric October 95,820 94399 | + 1.51 

nap pet ot ol ai ta 10 Months | 600,348} 632779 | — 5.13 

Norris-Thermador 343% 18 22% 24!/> + 1% 7163 5759) 00.62 

Philco 25\/g 17% 235% 25/4 eee | Gas October 57, 5 —00. 

RCA 1B 65% 49/2 53/4 52% | — 10 Months 318,771 | 344,946 | — 7.58 

Raytheon 2.37T 4), 34% 36% | 38 + 1% FOOD WASTE DISPOSERS September 90,900 | 76,300 | +19.13 

“asst aa ai Get at sa 9 Months | 609,000 | 581.600 | + 471 

Ronson .60 264% 12\/g 23% 263% + 25% ity 5 10) 

Roper GD 27'/r 165% | ~v27!/, 27/4 = ae FREEZERS September 94, 88,500 + 1.22 

Schick 14i/e 8/4 9/s 9 — “e 9 Months 820,791 | 844,000 | — 2.75 

Siegler Corp. .40B * “22% 25% | 26/4 | + Vp PHONOGRAPH SHIPMENTS September 452,187 | 531,286 | —14.89 

Smith A. O. 1.60A ‘4 86s | ‘coy, | S| te 9 Months | 2540570 | 3048546 | —16.66 

Soaheain LAGA 5514 45% | 56, | soy | — vy RADIO PRODUCTION Week Nov. 24 | 242.778 | 178,003 | +36.38 

Welbilt .10E M4 4/g of, 4\/ <= (Excludes auto) 47 Weeks 10,063,883 | 9,693,479 + 3.83 

Westinghouse 1.20 9 38 40//, 39 a RADIO RETAIL SALES July 697,851 | 573,363} 421.71 

venith 160A aor om) wm) ei oe 1 Months | 5,088,031 | 4451721 | 414.29 

er ; ; ‘ 77 TELEVISION PRODUCTION Week Nov. 24 | 133,303 | | 90,696 | 446.98 

fren necy- in oy gaia , , 47 Weeks | 5,603,382 | 5,302.877 | + 5.67 

er ae Hi 21 8h 8% me TELEVISION RETAIL SALES July 388,791 | 392,858 | — 1.04 

lronrite .25T 8/4 5I/, 655 652 — 975 ' 3 007 

Lynch Corp. 87T 12% 8!/4 91/4 9 as. Vy 7 Months 3,027, 3,050,385 —00.7 

Muntz TV 7 4 4% 41g — REFRIGERATORS September 316,500 | 290,700 | + 8.88 

National Presto .60 31 12/4 \oy 16% + Va 9 Months 2,647,700 | 2,709,300 ~ 297 

Nat. Un. Elec. (Eureka) a Ht, 4%, ry a : RANGES, Electric, Standard September 81,900 82,000 my 

Proctor-Silex 9/, 5\/s 1/4 BI/, er 9 Months 644,300 652,500 — |. 

Republic Trans. 9 4 5's 5\/4 + Vp Built-in September 68,400 62,000 +10.32 

ae n Rs 2% 2/, _ 9 Months 528,200 | 509.600 | + 3.65 

oe " ” 6% b% 7" RANGES, Gas, Standard October 158,900 | 139,600 | +13.8 

MIDWEST EXCHANGE 10 Months | 1,238,600 | 1,263,100 | — 1.94 

ee & i. 5% 5% — Built-in October 30,700} 29.400} + 4.42 

pin = ms 2 10 Months | 289,900 | 289.000 | +00.31 

A—Also extra or extras. B—Annual rate plus stock dividend. E—Paid last year, F—Payable in stock during VACUUM CLEANERS October 327,608 290,059 +12.95 

we we pe a we po perth a ad — date. T—Payable in stock during 1960, estimated 10 Months 2,712,185 2,178,045 _ 2.37 

WASHERS, Automatic & Semi-Auto October 259,326 247,338 + 4.85 

ANALYSIS: The market fell off the business-news front, announced 10 Months 2,229,962 | 2,160,642 { +! 

slightly last week. The EM WEEK plans by a number of electric utili- Wringer & Spinner October 62,544 58,470 + oa 

chart, on the upgrade for over a ties to bring suit against several 10 Months 578,719 614,737 = 

month, followed the over-all market makers of electrical equipment af- WASHER-DRYER COMBINATIONS October 7,635 13,062 a 

trend and dropped %4 pt. for the fected a number of issues, G-E and 10 Months 83,750 131,957 2 

week. Most issues moved with little Westinghouse among them. The price WATER HEATERS, September 76,000 71,000 + 911 

direction, although Singer continued fixing charges saw G-E drop °%4 pt. Electric (Storage) 9 Months 571,000 553,800 + 3. 

its climb, registering a better than on the week and Westinghouse off WATER HEATERS, Gas (Storage) October 219,600 192,900 +13.84 

4 pt. increase to 1247. A stock split 144. General Motors, Philco and 10 Months 2,138,900 | 2,309,300 7.38 

would not be surprising here. On American Motors were active stocks. 


Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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are backed 
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Hotpoint 
Guarantee of 
Satisfaction 
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REFRIGERATORS 
FOOD FREEZERS 
CABINET RANGES 
BUILT-IN RANGES 


AUTOMATIC WASHERS 
CLOTHES DRYERS 
DISHWASHERS 

FOOD WASTE DISPOSERS 


TOWN & COUNTRY RANGES AIR CONDITIONERS 


q 


y ! M 0 L 


ait ) 


YH: 


(YMMV MNCS OVCOVAVNCVOV ANCOVA YNZ 


90-DAY REPLACEMENT 


Cunmantee of Satisfaction & 


This is to certify that Hotpoint hereby 
guarantees your complete satisfaction with this appliance. 


Your new Hotpoint electric appliance has been engineered and manufactured to exacting 
quality standards. We are confident that it will render satisfactory performance. However, if 
you are not completely satisfied with the performance of your new Hotpoint appliance and 
notify the seller within 90 days of the date of purchase, we will replace it with a comparable 
model at no cost to you. Your appliance will be picked up and a new one promptly delivered 
to you. This guarantee assures your complete satisfaction with the performance of this appli- 
ance. It does not, of course, cover disconnection and reconnection costs of built-in or plumbed-in 
products. This guarantee supplements the Hotpoint parts and labor Warranty against manu- 
facturing defects, and applies within the continental United States, Hawaii, and Alaska. 


This guarantee made by Hotpoint 


A Division of General Electric Company, 5600 West Taylor Street, Chicago 44, Illinois 
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NN CELEBRATING fe 


Read this Document—and you'll immediately understand its 
great power at the point of sale. Backing up this Guarantee 
in 1962 is the finest line in Hotpoint history. 


r<€ LY 





PRODUCED BY 
. HOTPOINT 


1905 - 1962 
Every customer is looking for reassurance of quality ina : 
major appliance —and here it is! 


If you’re not a Hotpoint Dealer, ask your Hotpoint Distributor 
about this most valuable franchise now. 





A DIVISION OF GENERAL ELECTRIC COMPANY, CHICAGO 44, ILLINOIS 
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